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BIKE—This rugged Boy's shoe . , 

matches up to all woods activities, TWO | M - () R TA N + K F [) S | 
as well as bicycling or roller-skat- i 
ing. Brown, with pigskin trim. Men's, . 
Boys’ and Youths’ sizes. 










You sell ‘‘the best in the field’ 

' when you sell Keds. And that’s impor- 
tant these days whén customers want 
quality for the money they spend, So, 
count on the scientific designing, the bet- 
ter quality workmanship and materials 
that go into Keds, to help you keep cus- 
tomer good will. It’s insurance for tomor- 
row—vital to any successful business. 


US. I< ) 
® FESTIVE—Gayly striped, in multi- 


i colors—this shoe goes with many 
We oe of hampions different costumes. Cool and wash- 
able; smart wedgie soles. Red, 
: white or blue trim. Growing girls’, 
misses’ and children’s sizes. 





® UNITED STATES RUBBER COMPANY = Serving Through Science 




















A distinction earned by constant 
adherence to the highest known 
standards in the selection of skins, 
Tandrite’s own scientific methods of 
tanning, an unparalleled uniformity 
of color, and a long-proven assurance 


of beauty and durability. 










Che Enchant 
Pattern 
A Peacock Pump 


by Boyd-Welsh, Inc. 
St. Louis 


is a perfect example Sy y a 
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of how Aggy Dy 
HUBSCHMAN’S = i 
CALFSKIN 7) Yl 
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can be applied to an elasticized shoe. 






This shoe lends itself to many 
color combinations. 


Illustrated in Color #549 Dark Green 


E. HUDSCIIAY & SONS, IM. eee a mene mis 
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6 Ti that binds customels {0 You 



























turns “shop-around” customers 
into “always-around” customers 


Vitality applies the strictest standard of quality to every wanted type 


Vv! of shoe for America’s shoe-smart women. Vitality selects fine materials, 


ew, 





exercises rigid control over crafting, designs every shoe type over the right 
last both for purpose and performance. This minute attention to every detail . . . seen and 
unseen... achieves Vitality lasting quality... and makes the name Vitality the 


“tie that binds customers to you”’ in lasting friendship. 


more-for-your-money shoes 


and Vitality Open Road Shoes for Outdoor and Campus Wear 
Vitality Shoes for Children 
Complete Range of Sizes and Widths Made by America’s Largest Shocmakers 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 
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seizing 

an opportunity 
that comes once 
in a lifetime 


In today's keenly competitive period, with 
the focus of consumer demand on value — 
particularly in the moderate price shoe ranges 
in which we operate — Douglas Shoes and its 
dealers are given an unprecedented opportunity 
to enlarge and enhance their position in this 
field. The New Douglas accepts this challenging 
opportunity and with new standards of quality, 
a completely revised service program, new 
merchandising acumen, new advertising and 
sales promotional vigor, and new style alert- 
ness, inaugurates a progressive program that 
will mark a sales milestone in Douglas history. 
Cover. your requirements for this great 


middle market by selling Douglas Shoes. 


DOUGLAS SHOE- CO., BROCKTON 15, MASS. 
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promenade brown .... #101 


dress blue.... #204 
parkway green.... #109 
town taupe .... #379 
slate gray .... #180 
cognac .... #107 

fiesta wine... . #402 
caramel.... #378 

ivy green.... #108 
white .... #22 





Long acquaintance with suede 
makes style-wise women feel 
and examine texture in leather 
just as they do dress fabrics. 


TAN-ART Suede Kid appeals 
to every quality buyer. 


G. LEVOR & CO... INC. 


TAN-ART co., INC. 


Tanners Since 1876 


Gloversville, N. Y. 





Fosy Catotey 


we'll reserve your copy 


because of their beautiful finish, oft-sought but seldom found 
because of their fashion tie-in, flattering Fall’s fine cloth 


because of the unusual spread of patterns, ready from stock 


because of the price structure. directed at the $15 level 


and, because Cordovan leads our National Promotion of Finer Leathers 
this Fall. It’s directed to millions of men Nationally, backed by a 
remarkable Dealer-Aid Program locally. Let us tell you more about it. 
Let us reserve a copy of our Fall Catalog for you. Write us at Dept. 3 


E. E. TAYLOR CORP., 275 CONGRESS ST.. BOSTON 10. MASS. 





U RICHER LUSTRE 
LONGER LIFE 
v REAL FOOT LUXURY 








first of four 


this 28 x 40 


6-color framed panel 


is the centerpiece of a 
Complete Window Promotion 
supporting our Full-Page Ad 
featuring Style 6031 

in September ESQUIRE. 


There are Four for Fall. 











2rmanent Wood ee! 
Attaching 


AT LOW COST! 























With the GC DRIVE SCREW INSERTING MACHINE, 
screw reinforced wood heel attaching can be reduced 
from 5 to 3 Operations with a corresponding reduc- 
tion in costs. And because this machine is fast it can 
lower costs still more! 


The cement-coated drive screw holds the heel 
firmly in place during heel and edge finishing and 
heel nailing, then remains permanently to add a re- 
assuring margin of strength. 





The results? Manufacturers protect themselves, 
their retailers and the wearer at very low cost against 
loose and lost heels. 


Over 20,000,000 pairs have already been attached 
with complete satisfaction. It’s a machine that is rug- 
gedly built to operate day after day with exceptional 
economy. 


Find out exactly how this machine can improve 
the value of your shoes — get complete details from 
your United branch office. 








The Drive Screw Method 





USMC 

Drive Screw 

inserting Machine 
Model A 


6 ( 


SCREW ATTACHING — The shoe HEEL NAILING — In the final oper 


either on or off the last, and the hee ation, maximum security is obtained 





are placed4n the Drive Screw Insert when the heel is nailed from inside the 
ng Machine which clamps the hee shoe with five naiis by a wood hee 


salidly in place and inserts ao cement . nailing machine 


coated drive screw to fasten the hee 





to the shoe 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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he. men’s to 


offered from stock 
for the fine inventory balance 
so essential at the retail levels of 





fled ane sll acs ingle & 
sani come of Neldipaiigtai Gi th? 

virility, of detail that appeals to the ne 
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py Cataley 


well reserve your copy 





a product of 
E. E. TAYLOR CORPORATION, BOSTON 10, MASS. 














Here’s the perfect combination for comfort 
—*Foamtreads” exclusive “bubble sole” plus 
a firm. yet flexible arch support. It’s soft, won- 
derfully soft, but the foot enjoys inner, built-up 
support with every step. In three widths, made 
over Slim, Narrow and Medium lasts. 

Examine the diagram above. It shows how 
JOBEASE enables you to please the most ex- 


i+ For Housewives, Waitresses, Beauticians, 
Technicians an 











d other Professional Women 
x 





acting customers — busy housewives and other 
women whose jobs require them to stand and 
walk all day. 

Just be sure they try JOBEASE! For once 
they try. theyll buy. And once they're sold you 
can count on them as steady customers who'll 
come again and again. and send their friends. 
That's the way JOBEASE works for you! 





WELLCO SHOE CORPORATION 
' Waynesville, N.C. 
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Styled for Prestige and Profits 


,, Jarman 
\}ontinentals 


Observe that the outside line of these shoes is straight, giving an 
extended sole with extension completely around the heel. In every 
detail here is luxury styling at its best! In adapting the “Conti- 
nental” last to Jarman’s quality production methods all of the style 
characteristics that make it authentic and desirable have been 
retained to give Jarman dealers prestige styling . . . to give Jarman 
dealers more sales and profits. And to make customers aware of 
these new styles, Jarman advertises “Continentals” nationally and 
backs dealers with dynamic displays and point of sale aids. For 
complete information on Jarman styles for fall and the advertising 


plan to build prestige and profits. write: 


JARMAN SHOE pn «IN TENNESSEE 


DIVISION OF GENERAL SHOE CORPORATION 











COMFORTABLE TO WEAR 
and 2,foy le Cehold 


That’s why Gallun’s Norwegian Calf 
is the leather that sells your shoes 





Like all the famous Gallun vegetable tannages, Norwegian Calf 

is glove-soft at the first wearing. You take your first step in 

exceptional comfort — superb comfort that lasts throughout the 
life of the shoe, despite repeated wettings and dryings. =. 

But shoes made from Norwegian Calf offer much more than ae 
comfort. This handsome vegetable tannage, with its striking 
hand-boarded grain and rich, mellow colors, has long been 
a favorite of custom bootmakers. It lends an added air of 
distinction to expert craftsmanship — aristocratic distinction 
that’s a joy to behold. 

Let the inherent comfort and beauty of Gallun vegetable 
tannages build a loyal customer following for you — a 
following that means consistent, profitable repeat 
business. Check the Gallun numbers when making 
up your orders to leading manufacturers, A. F. Gallun 
& Sons Corporation, Tanners, Milwaukee, Wis. 
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hand-boorded grain 
ONE OF THE FAMOUS GALLUN VEGETABLE TANNAGES 


Normandie Calf ‘ ’ Cretan Calf 
hend-boorded, glazed smooth, but not glazed 
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FROM OUR RASP AND 
FILE COMES. 
TOP-NOTCH STYLE 














en, 
Rape ¥ 


PAUL H. JA 
- JAC 
Sen, JACOBS 


4.T. w 
Seles OOD 


na 


eT Will a shoe fit? Will a style move? How’s the market 
for this and that— north, south, east and west? 

When manufacturers ask these and other basic last and 
footwear questions of the men of the Empire Branch they get 

a sound and helpful answer. 

A happy combination of field, factory and desk men, their 
styling is imaginative, their experience is solid and their sources 
of information are extensive and reliable. Whether the 


order involves a single pair of lasts or a large run of 


sizes, these men stand ready to meet your demands. 


V3 a 


—— 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


June |, 1949 "ig 





Give Your Display Shoes 
Maximum Sales Appeal 
With 


UL ie 
Fatry Fone 


The Choice of 
Leading Stores 
Everywhere 


One size and style shoe will not fit all your customers. 
One style display form cannot give your display shoes 
the smooth appearance that creates sales. 

That is why Fairy Forms for women’s shoes are 
made by hand over standard models in your choice of 
three sizes — three toe styles—six heel heights, two top 
styles, Standard (illustrated) or Zephyr, and a com- 
plete range of attractive colors. They are flexible — 
conform to the shoes rather than distorting the shoes 
to fit the forms. Adjustable cross bars enhance the fit 
and make the forms easy to insert and remove. Also 
available for juvenile, children’s and infants’ shoes. 
Write for literature. 


SHOE FORM CO. INC. 


Auburn, N. Y. 


In Canada: United Last Co., Ltd. 
P. O. Box 3000, Montreal, P. Q. 


Womens Fairy Shoe Womens Fairy Shoe Womens Fairy Shoe 
Forms are available in mel duikwela-Meh Zell (el oli-Maia molds Mola-Mon Zell fe] ol {= 
six heel heights. three toe effects beautifu 
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1940 


Cambridge 


sae = wi 1949 


in Rubber Footwear 
with 


moti Cambridge 


again creates 


an Entirely NEW Trend 
—NOT just a Style— 


for the next 10 Years to Come 


“The FRENCH BOOTIE” 


--- SEE What it does!... 


1. It is made in accordance with the newest fashions in leather 
footwear, taking its cue from the complaints of all shoe retail- 
ers that ordinary Rubber Footwear does not keep pace with 
the fast development of leather shoes. 


2. It is made in ALL 4 of the popular heel heights ... Walker . .. 
Cuban ... High-Cuban . . . Spike. 


3. It is made over a specially developed BOOT LAST — not a 
Gaytor last . . . THUS ii fits stylishly all types of shoes. from 
those with no platform—to Half-Inch Platform. 





4. Also — for the first time in bootie history — it has room to 
accommodate ornaments such as buckles and bows—stylishly 
. . without distorting the shoes. 


5. Most important for this Fall—this Bootie with a side-zipper. 
looks stylish . . . complies with the new hemline. 


6. AND BEST OF ALL—The FRENCH BOOTIE by Cambridge 
is priced to retail pofitably in the VOLUME PRICE CLASS. 


Our Salesman will gladly show you The FRENCH BOOTIE 


THE Cambridge RUBBER COMPANY 


FURST ix Foot Fashion 


CcAMBRIiBDBGE 39,MASSACH US ETTS 
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“the plain facts stared me 


square in the face... 





I'm Paying For 
Air-Conditioning 
Whether I Have It 

Or Not! 




















1% 


So we had the Airtemp people install 


~~ eS = ; oH 











Hot weather was robbing me blind! 
It was driving customers over to my 
competitor—causing my help to skip 
work—breeding discourtesy, careless 
work and inefficiency! It’s easy to see 
why I hated the hot-weather season. 


My partner figured our monthly loss, 
and it staggered me. We were losing 
more than the monthly payments on 
an Airtemp Air-Conditioning unit! 
Yes. we were paying for air-condi- 
tioning without having it! 


their compact “Packaged” Air-Con- 
ditioner. Man, what a change! Busi- 
ness increased 239% . . . we paid for 
our Airtemp unit the first season— 
and [actually enjoyed summer work!” 


Why pay for air conditioning and be without it? 
Install a Chrysler Airtemp “Packaged” unit this 
week! Factory-assembled — factory-tested — and 
backed by twelve years of proved dependability. 
Each unit has the famous Airtemp Sealed Com- 
pressor for longer life. Easily installed—no complex 
duct-work needed—only three simple connections. 
Remember, more Airtemp units are in use than any 
other make. Get further facts—call your Airtemp 
dealer or mail the coupon. (See Yellow Pages of 


Phone Book.) 


Fn a a i 
Chryster c a 
AIRTEMP DIVISION OF CHRYSLER CORPORATION 
A g rte mp Gir-conditioning informati 
ing information to: 


DAYTON 1, OHIO 
“PACKAGED” AIR CONDITIONING  “"——— —_ 


Pull in patrons with this sign! Beauti- 
ful window decal invites the public 
into your air-conditioned place. 








Mail this coupon today! 





Send “Packea ged” 








CENTRAL STATION SYSTEMS cee eet Oe 
HEATING AND COMMERCIAL REFRIGERATION Phone 7 7 
AIRTEMP DIVISION OF CHRYSLER CORPORATION |, Kind of business 
DAYTON 1, OHIO ie it 


= 








in Canada: Therm-O-Rite Products, Ltd., Toronto 
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The s Sale 





























Which will be your “meat” this Christmas ? 


No profit-minded merchant is going to be content with 
_ nibbling away at $5 gift sales this Christmas when 
he can feast on $13 items. 


The choice is a simple one. It’s a matter of promoting 
traditional gift merchandise . . . or driving for greater volume 
and greater profits with Nettleton Loafers.* 


The Loafer—the genvine Nettleton Loafer—is the 
most versatile item in the shoe business. Indoors 
it functions as a slipper—restful, easy-on >=... 
and easy-off, a handsome mate to a robe 

or after-business clothes. Outdoors it offers 
the comfort and rugged dependability of a ‘eisure 
shoe—to be worn with active or spectator sportswear. 


You can now order the double-duty Nettleton Loafer from 
our stock department—in a wider range of styles than 


Nettleton Loafers availabie 
for Immediate Delivery: 


Style 174. Blue suede calf. Retail $14.95 


ever before. And if you're setting your table for the kind Style 176. Tan smooth calf. Retoi! $14.95 
. . that in the ba ou'll Style 177. Brown suede calf. Retail $14.95 
of Renee Deion et enees miveny tn Se fee) Style 181. Brown and white. Retail $12.95 
put Loafers in your buying plans for Christmas! Style 183. Brown smooth luggage. Retail $12.95 
Style 184. Brown luggage grain. Retail $12.95 
*LOAFER AND LAZY-LACER ARE TRADEMARKS, Style 175. Lazy-Lacer*, Golf shes in brown 
ONLY NETTLETON MAKES THE GENUINE LOAFER smooth luggage. Retail $14.95 ; 
Style 178. Lazy-Lacer*, brown smoot luggoge. 
Retail $13.95 E 
Style 179. Lazy-Lacer*, tan luggage 
roles. Retail $13.95 


St tim, TS a 





Putty (Color Co-Op) 


Town Taupe (JCCA) 


STANDARD DIVISION 
Suede Kid 515 Ve 
Glazed Kid 15 
NEW CASTLE DIVISION 


Glazed Kid 59 e 


Maracain 53 


Suede (Calf) 


Ever changing fashion is true to ever new 
hidsken. \ts very softness makes it equally 
beguiling in a shell pump or high boot. One 
of the subtle but most promising colors of 
Fall is offered in three finishes so that for 


every occasion the feet can feel the treat of 


kidskin. 


ALLIED KID COMPANY 








BOSTON ° NEW YORK ° PHILADELPHIA ° CAMDEN ° WILMINGTON 
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LEY SHOE CORPC )RATIO! 


TON MASSAC HL 






QUIG — NORTH ARINC 


% OFFICE 


NEw YORE orice 
1g37 EMPIRE STATE air 


July 10, 1949, 


Dear Nr. Retailer: 


we believe it to be th 


to sell shoes by maileee 


e retailer's 


prerogative 


4 


‘em sell tem,.. ebuild 4 prof- 


so tell : 
ness with the 


{table mail order busi 


nundred or more smart 









Quigley 


ee 
a a with 


hoe creations available stampe 
s 


your prand. 
You can expand your business 


oaa 
many times over. Write today 


for complete details of 


our mail order plane 


YOUR BRAND 


You set the retail price. You dictate the mark- 
up with your brand. We make over 300 “ex- 
clusives” for your exclusive brand. You call the © 
“shots”... we'll back you up with Quigley 
quality footwear. No finer shoes in the popular 
price field. 


June |, 1949 

















Eisendrath Tan 
Calf Hi-Jo Last 





QUIGLEY SHOE CORPORATION 
NORTH ABINGTON, MASS. 
New York Office: Room 1232, Empire State Bldg. 


LINES TO s] 035-- $1 995 “a 


RETAIL AT 


7 


























Miller Trees mean business — 
extra business! When you've made a 
sale, the customer is in the right 


frame of mind to buy a pair of Miller 
M | L L E R T R E E Ss 1 Trees. He’ll appreciate your pointing 
1 out the way to extend the life and 


MA KE looks of his shoes. 


Miller Trees sell quickly — faster 
cd lM Be 






i 


there’s nothing to take off or try on. 
Miller’s are available in four sizes, 
fit practically all shoe sizes by easy 
adjustment lengthwise. Self adjusting 
for width. What’s more, they feature 
foreparts modeled like a shoe last 
and bottoms hollowed out to allow 
for metatarsal pads. Shoe stores 
everywhere are proving that money 
grows on Miller Trees! 


ee ae 
Te sk eastboe we 





O. A. Miller Treeing Machine Company 


Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 
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“STYLE NO. 1808 
Palladium Grey 


STYLE NO. 1803 
Brown 


Light as a summer breeze and just as : : Pe stvir no. 1805 
comfortable. Rich, reversed Beau-Veal pice . . =tiaduight Blue= 
in the season's smartest colors. A practical. -— = == 


all-purpose summer shoe for soft-as-velvet walkinge- = 

And no substitutes for quality. Only — 

heavy Imported Natural Crepe is used in the. 
bottom construction. Popular priced. 

At your CURTIS dealer where you get America’s 


finest shoe values. 


IN-STOCK — IMMEDIATE DELIVERY 


CURTIS SHOE co. INC., MARLBORO, MASS. 























Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! wits \ 


For over twenty years Celastic box toes have brought positive 


toe comfort to men, women and children. The assurance that nel : 


toe linings are permanently secure . . . in one style or one hun- ae 
dred ...in one shoe or one million, is the Celastic contribution 3OoOx< TOE > 
to toe comfort. Good will and consumer satisfaction accumu- 

a UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 
good business to provide your customers with the best. BOSTON, MASSACHUSETTS 


*CELASTIC” is a registered trade-mark of the Celastic Corporation 


pein ATE, 
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—*New! = 


For Oily or Acid 
Conditions Underfoot 
Use the Air-Cell Processed 


Vul-Cork 


OIL RESISTING 


NEOPRENE 





... the greatest advance in 
Work Shoe Soles since the 
invention of Neoprene! 











ee BONN x eee 
oe we ee ee ew 
ee lOO. tee, MT  * * Eee ee eee ll ee 
+. Sao: —e ee oe 


//e CAMBRIDGE RUBBER COMPANY 
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Style No. 7338, 
Men's Last, 
Sizes 6 to 12 





2 ELOY SORE EET 


Style No. 4338, 
Boys’ Last. 
Sizes 1 to 6 


YOU PROFIT 


when son “follows father’s footsteps” 
—to vour store 








DHHLD 


You can make more than one sale at a time with Belleville Boys’ and Men's Shoes. You see. 


PEPE ATS. 


most Belleville styles are made in two size runs—boys’, 1 to 6, and men’s 6 to 12. 


BeBe 


You can be sure of chsolutely correct fitting qualities in all sizes: because Belleville makes the 


boys’ size run (1 to 6) over separate and special lasts from the men’s (6 to 12). 


The exactness of fit of Belleville Shoes makes a big hit with customers. So does their 
exceptional comfort. rugged wear, and appealing style. If you're interested in more 


sales and better profits in the $5.50 to $9.95 retail price range—write: 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 


New England Distributor: KREIDER-CREVELING SHOE CO. 602 Atlantic Avenue + Boston 10, Mass. 
SUIrtesS “RAS - “BELLEVILLE SHOES ARE HONEST SHOES” 
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Luxury Fit usually found only 
in high-priced shoes. In BALL- 
BAND'S exclusive process the 
leather uppers take on the 
character of the fine fitting last. 


; 


Something New 
in Leather Casuals... 


{f 7 n a. 


” 










Pe “st 
Campus Styled, up-to-the- a : 
minute in soft, supple leather ys > 
in three popular patterns— 4 . fi 
open toe, gypsy, and moc- @ "ek r % 


casin vomp. » 


The Theta in golden tan or all 
white. Growing girls 5-11 “N” 
width, 4-10 “M” width. 


crepe soles 
Sintec that are 
aimee vulcanized 
on to stay! 


walking comfort. 


BALL-BAND’S got it . . . the big 
selling news for the back-to-school 
crowd! Leather casuals—those popular, 
profitable campus “‘musts’’—with soles 
and uppers vulcanized together for a 
permanent bond to give you an 
unbeatable combination—longer wear 
plus ever-popular crepe sole construction. 
Priced for volume profit in today’s 
value-minded market. 


Another Ball -Band first 


for your Back-to-School Business 











Reg. 
For details, samples, see your BALL-BAND Salesman — 


now in his territory or write BALL-BAND, MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Indiana 
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you can prove - AVON ITE S 


longer wear 


“When | bought this pair of shoes 
for Tommy, this slip was in the box” 


Avonite Soles ¢ 


LIFE 











4 
% 
id 





.2. and AVON challenges wearers to do so 


THE SOLES ON YOUR SHOES ARE GENUINE 


TRADE MARK RES. ss 
the amazing material with more than twice 
the wear of leather. 


WANT TO CHECK THAT? 


Write in here ee the date on 


which you started wearing these shoes and 
keep this slip as long as you wear them. 
AVONITE protects foot and body health. 

AVONITE is waterproof insulating against heat and cold. 
AVONITE is flexible, needs no breaking in. 
AVONITE is firm — hos trim edges — doesn't spread 
with wecr—con't warp from wetting — keeps shoes in shape. 
AVONITE conces 
AVONITE is non-morking .. . will not injure floors. 
AVONITE is light weight. 


AVONITE is « product of modern ) chemistry, 

pi lucite and other synthetic materials with nich aa 
e becoming more and more familia 

‘a will wont other shoes with wanes Soles when you 

see how well these wear. So look for 

SOLEMARK OF QUALITY on the soles of 

If it isn't there, the sole isn't AVONIT 


AVONITE NoT ON ALL SHOES, 


like a dream... yet is sure footed. 








Speciclists in the product 
sole materials for thi 


Makers of the famo 








SOLEMARK 








of QUALITY 


ENTS | 









«read by 47,865,965 people 


AVON SOLE COMPANY e 


June |, 1949 


Just a little carton insert does 
the trick’... simple as A-B-C | 


Get behind this great national adver- 
tising campaign. Make sure your shoes 


are soled with AVONITE, and show 
them sole side up! 





and when you sell, remember 


e AVONITE SOLES are longer wearing 

e AVONITE SOLES protect foot and body health 

© AVONITE SOLES cre firm, flexible, need no breaking in 
e AVONITE SOLES —bDance on them, play on them, work 


on them 


© AVONITE SOLES are not on all shoes, just the best ones, 


for men, women and children 


e AVONITE SOLES are your guarantee of quality and 


good value 















AVON, MASSACHUSETTS 
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QUALITY ELASTIC 
a 





ELASTIC GORING 
CREATES 


in style i 


Elastic Goring eliminates hazardous “discomfort zones” 
for modern shoe stylists. It has opened an unlimited field for 
shoe styling by assuring comfort where “discomfort zones” 
normally exist, such as at the instep and heel tendon. 

FULFLEX QUALITY RUBBER THREAD and Y ARN 
are the foundation for all better shoe goring .. . for 
FULFLEX has a long and successful usage that has spelled 
lasting comfort and customer satisfaction in the Nation’s 


finest shoes. 


@ Carr-Fulflex*@ 


—wy YARN 





BRISTOL, RHODE ISLAND 


THE QUALITY ELASTIC 
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The 
SAILOR OXFORD 
Closed Toe Styie 
by Cambridge 

1—in All-White 
2—in Beige with 
Brown 


For profitable summer volume 
in the popular $3.00 retail price 
range — feature EFFORTLESS 
WALKING —COOL AS A 
BREEZE in TRED-LITES by 
Cambridge. 


Both styles NOW In-Stock for 
immediate delivery. Our sales- 
man will gladly call. 


UR 
EATHER SELLING/ 


These TRED-LITES by Cambridge will sell in large 
volume in the nation’s smartest stores during the next 


three warm weather months. 


With them you can feature and deliver 
incomparably COOL summer comfort — 
plus style that holds its shape — through 
the unique combination of breezy fabric 
uppers plus unique TRED-LITE con- 
struction flexible box toes and counters 

. which give with the slightest move- 


ment and spring instantly back to shape. 










The ATIKA 
Open Toe Style by 
Cambridge 

1 —in All-White 
2—in Beige with 
Brown 


THE Cambridge RUBBER COMPANY 


CAM B 
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FURST in Foot Fashion 
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DIXON-BARTLETT CO. 
BALTIMORE 24, MARYLAND 
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HISTORY REPEATS ITSELF 
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RaiseYour [A//5 UN/T 


SELL Jumping-Jack 
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“The age in which we live should be distinguished 

by some glorious enterprise, that those who have been so 
long oppressed may, in some period of their lives, 
know what it is to be happy. This unfortunate 

generation has already paid its just tribute to misery. 

What calamities has it not suffered? Many have perished ~ 
in the bosom of their country; others have been obliged 

to wander with their wives and children through 


inhospitable lands. 


“Let the leaders contrive to put an end to our 
PARENTS 
MAGATINE 


present troubles. The treaties of peace are insufficient 
for their purpose; they may retard, but cannot 


prevent our misfortunes. We stand in need of some 


R 
more durable plan, which will forever put an end to our | NUM Py MEAS 


hostilities, and unite us by the lasting ties of mutual EXIB § FOR WEAR 
affection and fidelity.” SHO ARD 
—This quotation, believe it or not, is from the Here is the sandal recommended \) 
“Panegyricus’ by Isocrates, who lived in 400 B.C. by doctors, sought by mothers, i] 
and preferred by dealers. It's a 
—We are indebted to the S. E.C. Bulletin, published by 1 » a ° 
the Sales Executives Club of New York, for the above. sure fire ‘plus’ sale, designed to increase 
dealer profits and assure customer satisfaction. 
ae 


For all children 6 months to 4 years of age. 


FU Tibden « VAISEY-BRISTOL SHOE COMPANY, INC. 
i ee Otay ROCHESTER 3, NEW YORK 





MONETT, MISSOURI ° SKOWHEGAN, MAINE 


President 
Boot anp SHoge REcorper 


Mode in Canada by the Savage Shoe Company | 
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For your Making Room ... here are three 
adhesives for Channel Cementing to meet 
varied requirements—and meet them well! 


® Be Be Bond (SOLVENT) 510 — This medium- 
fast drying cement made with smoked sheet 
rubber meets the requirements for leather 
soles. It may be applied by hand or machine. 


® Be Be Bond (SOLVENT) S-737—A neoprene 
cement for leather sole channels having out- 
standing bond and tack. 


© Be Be Bond (SOLVENT) L-8 — This white crepe 
rubber cement for rubber sole channels is light 


in body, tacky and dries fast with a very strong 
bond. 


UNITED SHOE MACHINERY CORPORATION « 


In Channel Cementing, too, 


there’s an Adhesive that’s 
made for your operations ! 








yviw 


Whatever your needs for 
efficient general shoemak- 
ing cements, look to your 
United sales representative for helpful 
counsel and « dependable source of supply. 





Ask him for your copy 
of “wre Adhesives”, an 
easy-to-read, 8-page bro- 
chure of facts on dozens 
of high quality adhe- 
sives for shoemaking. 













Be Be Tex Cements 


Products of B B Chemical Co. 
BOSTON, MASSACHUSETTS 
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During the eight year span between 1939 through 1947, leather and 
leather product manufacturing establishments increased in number from 3,505 to 
5,507, according to preliminary reports from the 1947 Census of Manufactures. 
Increase in employment was smaller, percentagewise, jumping from 327,000 workers 
in 1939 to 384,000 in 1947. 

Value added by manufacture to the national preduct (difference between 
cost of supplies and value of shipments of finished products) rose from $583 
million to $1,485 million, more than 23 times. 

In manufacturing generally, the census shows that the pattern remains 
much the same as in the past—-with 65 per cent of all manufactured production 
coming from 10 states. 
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The Commerce Department notes with interest the strong emphasis being 
placed on "cowboy" type footwear at some of the recent shoe shows. Trade 
reports, received in Washington, indicate that the production of this type of 
footwear has increased in recent months and that retail demand has proved very 
Satisfactory. They are being made in all sizes for men, women and children, and 
it is hoped that the trend to "square dancing" will enhance the sales poten-— 
tials. There is also considerable promotion directed toward interesting people 
who do considerable horseback riding. Government experts are particularly 
interested in this latter phase and are anxious to see whether this development 
will have any effect on British efforts to sell larger quantities of standard— 
type riding boots in this country. 
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Since the beginning of the Marshall Plan operation on April 3, 1948 
through March 31, 1949, the Economic Cooperation Administration has issued pro- 
curement authorizations for hides, skins and leather amounting to $49.4 million, 
according to T. L. Sweet, ECA's top official concerned with hide and leather 
problems. 








In a recent address to the Tanners' Council of America, Inc., Mr. 
Sweet pointed out that while hides, skins and leather have represented only a 
very small portion of the $5 billion in total authorizations, ECA has been 
constantly alert to assure that even this small program "would have a minimum 
undesirable impact on our domestic economy." This has been done largely through 
careful screening of requests submitted from abroad and through constant check 
on the uses and the results of authorizations granted. 

Mr. Sweet further stated that more recently ECA has had its repre- 
sentatives in Europe "engaged in securing more accurate data on hides and 
Ieather supplies and stocks in the various Marshall Plan countries in order to 
be certain that raw material requirements are not magnified or exaggerated by 
any efforts to enhance private inventories." 
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First quarter dividends from the textile, leather and leather products 
industries were down 13 per cent this year when compared with first quarter 1948 
at a time when such returns are still rising from most other industrial groups uz 
epee textiles, food, beverages, and tobacco. 

Textile and leather dividends are lumped together by the Securities 
and Exchange Commission and show total publicly announced dividends of $40.3 
million for the first quarter 1949 as compared with $46.1 million for the same 
quarter last year. 
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Make Miller MAIN LINERS 
your MAIN Line of Offensive Strategy 
in the battle for Sales 


Your MAIN Line of Defensive Action 
against attacks from Competition 


Stock Miller FOOT DEFENDERS 


as your Best Insurance Against Lost Sales 


Barefoil Freedom 





J 
<= yy ILLER SHOE COMPANY 
Liss pone ae cB 


Orthopedic Direction of Albert E. Klinkicht 




















HEALTH LAST 


Stock No. 899 
12/8 Leather Heel 
Black Kid 


F ORTHOPEDIC LAST 


Stock No. 2821 
10 8 Leather Heel 
Black Kid 


TREDMOR LAST 


a za 
all Stock No. 1921 


SS 13 % 8 Leather Heel 
Black Kid 
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J. GORDON DAKINS. general man- 


ager of the National Retail Dry | 


Goods Association, addressed a re- 
cent Hosiery Industry Conference 
and said: 

“The problem facing retailers 
today is how to keep up sales vol- 
ume in the face of declining prices, 
a reluctance on the part of customers 
to buy, and a rising cost of doing 





business. Retail sales volume has 
developed a leveling off trend after 
an almost continuous upward spiral 
since 1940. It has now become ap- 
parent that you can’t go on beating 
last year’s figures indefinitely. . . 
“The people of this country know 
merchandise and they know values. 
The fact that they disregarded val- 
ues when goods were scarce signi- 
fied only that they were bowing to 
the inevitable. Now that the cus- 
tomer is back in the driver's seat. 
something old has been added— 
something old and very precious in 
the American tradition—VALUE. 
“The retailer. as the purchasing 
agent for the consumer. has been 
fighting the good fight for value 
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during all the long reign of its arch 
enemy. Inflation. It is a funda- 
mental article of his creed to secure 
the right goods to offer the public 
at all times. It is the merchant. 
above all others. who defends the 
people’s right to pick and choose 
the styles. materials, quantities. col- 
ors. sizes, they want—and to be 
able to get them when they want 
them—and to pay a price for them 
that represents value. 1949 is the 
vear in which more factors in the 
economy will agree with the retailer 
on these points than ever before. 
Customers will buy today only when 
they consider they are getting value 
at a reasonable price and when both 
are backed by aggressive newspaper 
advertising and good sales promo- 
tion... . 





Retailers realize. too. that selling 
is their number one job this vear. 
They know that energetic selling 
and an emphasis on increasing unit 
sales will be necessary if volume and 
profits are to be maintained at a 
high level. No store can expect to 
get its share these days unless it 


goes out to get it aggressively and 
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thoroughly with a selling plan that 
is not just a theory or a hunch. 
“Yes, more inspired, effective 
salesmanship will be needed this 
year in retail stores. Passive, in- 
different selling won't do in a cus- 
tomers market.” 
WERNER A. WIEBOLDT, Chair- 
man and S. L. Hypes, President of 
Wieboldt Stores. Inc.. Chicago. 





Ill.. in a joint annual statement, 
said: 

“Consumer purchasing power re- 
mains high. which is the usual as- 
surance of good sales at the retail 
level. However, our customers are 
hecoming increasingly _ selective. 
and with their urgent needs filled. 
are seeking values. 

“We are, today, in the midst of 
a general price stabilization period. 
The prices of some lines of mer- 
chandise have already been ad- 
justed downward, substantially. 
Prices of other lines are in the 
process of resuming a normal price 
relationship with other commodi- 
ties. We believe that this adjust- 
ment is healthy, and we feel that 
prices will stabilize at a level that 
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will enable our customers to buy 
more and more units of merchan- 
dise.” 
* * * 

THE Independent Subway Station 
at 57th Street in New York City, is 
fast becoming an emporium for 
T. A. (Taste and Appearance). 
They have installed pop-vending 
machines: Orange. Coca - Cola, 
grape and cherry, in addition to a 
well-stocked, brightly-lit Loft Candy 
shop. And if that isn’t enough to 
stem the tide of onrushing, crowd- 
ing subway riders, they now have 
another innovation—a two minute. 
5¢ shoe shine. 





You put a nickel in the slot and 
the small machine lights up gaily. 
You don’t even have to tilt it to clean 
either black or brown shoes in a 
jifiy. There is a revolving brush at 
the lower right that applies the pol- 
ish and a soft, fast-whirling brush 
on the left to give it the shine. 

Whenever an enterprising cus- 
tomer steps up to get that added 
fillip to his appearance, a crowd of 
curious onlookers gathers round and 
we've never been able to get close 
enough to see just how much shine 
you get for a nickel. But whatever 
it is, you sure get your money’s 
worth when you wipe the dust of 
this Big City off for five cents. 

E. G. A. 


* = * 


JOHNFRITZ ACHELIS. president 
of Commercial Factors. New York. 
says: 

“Of course we don’t believe that 
things are as bad as some of our 
cynical friends paint them—nor do 
we believe that all will be peaches 
and cream because of this or that 
ideology. Clients, customers and 
friends from all the states give us 
their views and their expectations 
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and as a result we come to one con- 
clusion—probably the same as you 
have formulated: 

“There will be business. It must 
be sought, in fact, ‘fought for’ is per- 
haps a better expression. Imagina- 
tion. efficiency and ample working 
capital are among the necessities to 
cope with future trends.” 


* * * 


B. P. RHYMER, manager of Leeds. 
Albuquerque, N. M., says: 

“I believe display is 75 per cent 
of promotion and. therefore, sales. 
I like a heavy display. I want a 
good display, too, but if it came to 
a choice. I'd take a heavy display 
first. One or two pairs of beautiful 
shoes in a window may add prestige 
but it actually sells only that one or 
two pairs of shoes. Show what 
you've got and youll sell it. I’ve 
seen handbags stuck straight up and 
down on a rack and the customers 
took them off as fast as they were 
put up. Take a shoe out of the win- 
dow or out of a shadow box or 
show case and that shoe is dead to 
all intents and purposes.” 


t * * 


BEFORE STARTING work on her 
current production of “I Know My 
Love,” Lynn Fontanne (one of our 
First Ladies of the Theatre) visited 
Paris and there obtained a pair of 
black kid, elasticized step-in boots. 
The only trouble was that they 
didn’t fit. That didn’t discourage 
her. however. for she brought them 
back to the states and to the S. J. 


Brouwer Shoe Store of Milwaukee. 
The resourceful repair department 
was able to remake the French pair 
of shoes entirely by adding to the 
last, after taking measurements of 
eight different parts of Miss Fon- 
tanne’s foot. The shoes were made 
two sizes longer and one width 
wider. They were five and one-half 
inches high with a widow’s peak dip 
at the ankle in front and in back. 
On each side was a wide elastic in- 
ser:. set in the deep dip of the shoe. 
The heels were “slender continen- 
tal” and of medium height. 

The job was so well done that 
Miss Fontanne had two more pairs 
made—one styled exactly like the 
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French shoes and another with the 
same last but in an old-fashioned 
high button style to wear in the 
play, which portrays life as far back 
as 1888. The high button shoes 
worn at that time have been mod- 
ernized, however. Exact copies of 
the old-fashioned style with two 
inch Baby Louis heels and 13 but- 
tons set in buttonholes were made 
but these shoes have a nine inch 
zipper hidden under the buttons. 
Four snaps hold the button flap flat 
so that to all appearances Miss Fon- 
tanne has energetically plied her 
button hook before making her 


stage entrance. 
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Nell Summer and Outdoors Untimited! 


ACCORDING to the merchandising calendar of the 
average store in the northern section of the country. 
Summer starts with June. and this month will un- 
doubtedly witness the beginning of a period of un- 
usually vigorous promotion of warm weather merchan- 
dise, including shoes. It is entirely logical that this 
should be so, for retailing needs the stimulus of a fresh 
and timely sales appeal, with bright new seasonable 
styles to create a buying urge. Designers and makers 
have done themselves proud, the merchandise is on the 
shelves, Summer and vacation time can hardly fail to 
supply the selling impulse. 

Business activity may rise or fall, but the desire for 
recreation and the outdoor life goes on forever. Indi- 
cations point to a new high this year in vacation travel. 
Railways, steamship lines and Summer resorts are -able 
to offer more alluring vacation inducements than in any 
Summer since the war. Thousands of people have new 
cars and more folks will be hitting the highways vaca- 
tion-bound than in any previous year. 

The trend in postwar America seems to be toward 
more leisure for more people, particularly in the Summer 
season. We have no reference in this connection to 
enforced leisure due to unemployment. Until this year 
there has been relatively little of that, and Summer jobs 
are taking up some of the slack in factory employment 
reported earlier in the year. Aside from that. the trend 
is to grant more paid vacations to more groups of people 
under union contracts negotiated since the war. Many 
employers are giving longer vacations to white collar 
workers, particularly those who have been employed for 
a specified period of time. Most of the increased leisure 
is spent in outdoor recreation activities that call for 
different types of clothing and shoes. 

So the stage is set for a good, continuous Summer 
business in shoes provided the merchant does his part. 
That part will be primarily promotional. and a great 
deal will depend on how the promotion is done. It is 
the opinion of many thoughtful shoe merchandisers that 
it hasn’t always been done wisely in the past. When the 
first flurry of Summer selling has begun to subside a 
bit. shoe stores have too often tried to maintain momen- 
tum by slashing prices on Summer footwear and espe- 
cially on whites. Once that happens in a few stores others 
are forced to follow suit and Summer shoes become sale 
shoes before Summer has hardly begun. 

Clearance sales and cut prices are always the line of 
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least resistance in any seasonal promotion plan. That 
they induce action is not to be denied. Whether the 
same number of pairs could not be sold during the 
season by a series of style promotions keyed to the out- 
door and vacation activities of Summer is at least an 
open question. That more profits would be earned by 
such a program would seem a foregone conclusion. 
Why, then, was it practically an established precedure 
in prewar merchandising to launch clearance sales on 
Summer shoes right after the Fourth of July or some- 
times even earlier? Probably because a few retailers 
got worried and jittery when they experienced a rainy 
week or two, or when some other condition caused a 
temporary lull in Summer shoe sales. They thought 
they could get an edge on competition by beating their 
competitors to the sale punch. It scarcely ever works 
out that way, for if one store starts a sale, the fellow 
down the street is practically forced to follow the leader. 


In other cases, Summer sales result from sheer inertia; 
it’s easier to advertise cut prices than to think up another 
idea that might prove equally effective. That shouldn’t 
be too difficult for a resourceful retailer or a smart 
advertising man who is observing and imaginative 
enough to see the sales promotional possibilities in the 
universal urge for outdoor recreation, travel and amuse- 
ments over the next three months. 


We don't hold with the few who argue that a shoe 
store should never stage a clearance sale, nor do we 
question that sometime along in late July or August a 
well conducted clearance can serve to accomplish what 
its name implies. that is clear up the accumulation of 
odds and ends that need to be disposed of before we start 
another season. By a well conducted clearance we mean 
one that is properly timed (not too early), properly 
advertised and ended the moment it shows signs it has 
outlived its public interest and its usefulness. The same 
stores that start sales before there is any need or excuse 
for them seem to be the ones that permit them to drag 
on interminably to a dreary end. 

Department stores do a better job on promotion, sales- 
wise and otherwise. They have more facilities at their 
disposal. it is true. but independent shoe stores could 
follow their example in staging bright, interesting pro- 
motions keyed to the absorbing outdoor interests of 
Summer and vacation time. Certainly. they couldn’t 
pick a better year than this to put the trial to the test. 
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THis past Winter many merchants across the country 
were over-stocked on closed shoes. They had been 
encouraged to believe that the pendulum was ready to 
swing strongly away from open toes and backs and 
toward closed patterns. It seemed logical to expect that 
this new trend would be important in a Fall and Winter 
season. Although. up to the buying period for last 
Winter's shoes. closed style shoes had not sold well 
except in a few patterns—opera and shell pumps for all 
ages and ballet types for the young—retailers of wo- 
men’s shoes felt justified in expecting that a closed shoe 


Open and closed the theme of this ’ 
two-piece costume in Forstmann’s grav a 
flannel. The long-sleeved bolero jacket f 
covers a sleeveless dress with high- 
buttoned collar. Sally Victor hat in 

orange ice shade. 









Saddle - stitched pump on 
new square toe last, built- 
up leather heel and exten- 
sion sole. . Casual Classics 
model by Marshall, Meadows 
& Stewart. 






Another never-failing fa- 
vorite the entirely closed 
stepin on medium heel, 
with contrasting vamp 
trimming. Fox. 










An open look in a cross- Closed shoe with open lat- 
strap with closed toe and tice treatment of quarter giv- 
back. Moulton-Bartley. ing light, airy effect. An- 
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And That's How You Will Have to Buy for This Coming Fall Season. In What Ratio, 
Depends on Your Type of Customer. In Any Event, Open Shoes, Very Open, Are in the 
Picture for Early Selling and Later for Dressy Types. 


You Need Them Both 


era was about to begin. They felt that they would have terns. even in your early Fall stocks. You cannot be 


no claim to being style merchants if they did not buy 
a large proportion of their Fall stock in closed patterns. 
With a few exceptions, New York was one, women did 
not react as was expected. The consumer rejection of 
closed shoes was based on the same reasons that we 
have pointed out many times before. Chief among these 
were these two: “Open shoes are more comfortable 
and more flattering.” said the consumer. Open shoes 


too sure always about this last-named group. however, 
since these older women have also learned the comfort 
features of opened-up patterns on platform soles and 
medium heels. One of the top-selling patterns in high 
style lines today is an instep strap with these features. 
\ similar best seller is shown here with an open. high- 

[TURN TO PAGE 67, PLEASE} 





MEE —~ 
are “easier to fit.” in the opinion of the man at the ED 4 
wae FO . 
fitting stool. Jf s 
But what happened last Winter is all water over the —_- a 
dam. Now what is important is your buying for next ' ae 


Fall and Winter. 1949-1950. When human beings jump 
too far in one direction they nearly always make the 
mistake of going to the opposite extreme. That is why 
we say. “You need them both.” because that is the fact 
of the case. If your customers are very- style-minded 
and or very young or. oddly enough. if they are older 


and very conservative. you will need more closed pat- 





by 
ELEANOR M. RUTTY 


Cross-strap ankle strap 
= sandal, just about as open 
a as a shoe can be made. 
From La Valle. 












Unusual and daring treat- 
ment in the masked instep 
of this very open shoe. 


Faleck & Lamkay. 


. Strong as ever for Fall. 
the open toe sling pump. 
shown here with graceful 


vamp ireatment. Zucker- 
man & Fox. 





Perennially smart and popu- 

lar this type of opened-up, 

high-riding pattern. Tru- 
Poise by Selby. 








Merchandise Sources: Top, left to right: Jarman Deluxe, Division General Shoe Corp., Fortune. 
Division General Shoe Corp. Bottom, left to right: Freeman Shoe Corp., Curtis Shoe Co. 





The HALE WELLINGTON 


*“Unpromoted Promotion~™ 
That Fills A Long Existing Need ... 


WHO says there is no romance left in the shoe business? 
And where did the fallacy originate that American men 
will not accept new things or. for that matter, will hesi- 
tate to turn back the dusty pages of history and resurrect 
an idea or a fashion, the need for which our modern liv- 
ing has failed to obviate. Quietly, unobtrusively over the 
period of the last three or four Winters, there has been 
developing steadily a remarkable business—in of all 
things, Wellington boots. 

Named for the great British general who defeated 
Napoleon at Waterloo. it, with the blucher. has been 
standard equipment with the British and European 
armies. The Half-Wellington, like all good shoes, is a 
basic shoe with a “reason why” pedigree behind it and a 
world of romance surrounding it. And it is not necessary 
to go as far back as the Napoleonic Wars for a taste of 
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this romance. Currently making the rounds are several 
versions of a highly romantic story telling how its recent 
visit to the American scene came about. Regardless of 
their details, one thing is certain, it’s advent was “air- 
borne.” 

Some will tell you that returning Flying Tigers 
brought this boot back from the China-Burma-India run 
where native shoemakers used to whip them up over 
night for a song. out of supple native goatskins. Gobs 
from aircraft carriers returned from Caribbean and 
South American duty wore them all through the war. 

I recall seeing them first in Guatamala City in 1941, 
worn by German pilots of the Wildcat Airlines which 
networked Centrai America at that time. They were 
crude native-made boots very much like the shoes the 

[TURN TO PAGE 73, PLEASE] 
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Merchandise Sources Above: 
Top left to right: 
Jarman, Curtis. by JOHN REILLY 


Bottom, left to right: 
Fortune, Curtis Shoe Co. 





Merchandise 
Sources: 

Top, left to right: 
Jarman Deluxe, 
Freeman. 
Bottom, left to 
right: Jarman, 
Bostonian Divi- 
ston, Common- 
wealth Shoe & 
Leather Co. 
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BEFORE YOU REMODEL.. 


SUCCESSFUL shoe retailing is not only dependent 
: , 

upon the aptitude of your staff to sell. but also, to a 
great extent. upon the effectiveness of your store interior 
as a silent salesman. 
lvn. N. Y.. designers. believe that attractiveness itself 
may be important, but that, like your staff, your interior 
should have the sales ability to be put to work. This 
means that every fixture, arrangement or area musi 
have its specific function and should offer its maximum 
of usefulness. Thus. any pian that does not contribute 
to the simplification of the selling operation is wholly 
unnecessary: any arrangement or selling area that does 
not utilize space to its fullest extent is a waste. 

Too many stores. in their efforts toward improvemeni. 
have experienced the launching of an expensive re- 
modeling program. only to find. after several months of 
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operation, that certain features wouldn't do for their 
type of selling or merchandise. In answer to this. Mr. 
Silver says, “Spend more time on your plans, for plan- 
Isn’t it 


far easier to erase a design on paper than to tear down 


ning before the job is what is most important. 
a whole fixture?” Careful planning such as this in- 
cludes speaking to everyone concerned with the opera- 
tion. from the president down to the stock clerk. In this 
way. ideas can be derived as to just what is necessary 
for their particular needs—if the clerks are having 
trouble with stock. simpler methods can be devised to 
aid them: if the display manager's ideas have been 
hampered by inadequate wall cases. more suitable ones 
can be built for him. 
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As an example. here is what happened when Woolf second floor and utilized all of its potentialities by in- 


Bros. in Wichita. Kansas. was remodeled. There was a stalling a large semi-circular banquette, terminating at 
mezzanine which went around the perimeter of the ene end in a shoe-selector unit of honey colored ma- 
In many men’s shoe departments stock is 


street flocr and presented a particular problem. for en- — hogany. 
exposed, but here all stock is hidden except this unit. 


whose open platform places on view every type of shoe 





closed with an iron railing. it formed an open well. 


Rejecting this as a waste of space. Mr. Silver suggested 
that the store carries. This device permits the customer 


to select quickly his favorite shoe and the clerk to pro- 


cure it from the adjacent stockroom. The background 


making a complete second floor out of the mezzanine. 
First. however. he spoke with management and _per- 
~onnel. told them his plans. and accepted their helpful 


ideas and suggestions. When this job was completed. is modern and simple enough not to overpower the 


Mr. Silver tock a previously neglected corner on the TURN TO PAGE 67, PLEASE 





Simplify Your Selling Operation by Functional Design 
in Your Store Interior 


Far left: Wall at the right in the women’s shoe department at Woolf Bros.. 

Kansas City. Mo.. is covered with plastic-coated paper, simulating whitewashed 

brick. Tufted chairs are aqua and hunter's green boucle: Victorian side chairs 
are upholstered in lilac velvet. 


Left: Wall display with a pale pink frame. a reproduction of New Orleans 
grill work. Customer selects the stvle she likes. and salesman obtains her size 
from stockroom behind this display. 


Below: Cove lighting and circular coffers are used in this store. Groups of 
seats are arranged in a semi-symmetric pattern. At left is glass-enclosed 
accessory case. its frame highlighted by baguette-cut mirrors. 











Turquoise blue sofas, a turquoise ceiling housing 
floodlights and spotlights, are features of the re- 
modeled Daniels & Fisher Store in Denver, Colo. 


All stock is concealed. 


Watermelon and tortoise shades are used for upholstery 

in Henry’s shoe department, Wichita, Kans. Wallpaper is 

grey with silver print, accented by light blue woodwork. 
Virrors create illusions of spaciousness. 


Left: Chandler's 
new store in Chi- 
cago utilizes a geo- 
metric lighting pat- 
tern to add a mod- 
ern note to the 
selling space. No- 
tice unusual shape 
of display table in 
the foreground. 


Spectacular lighting, eye-catching displays and 

an all-glass doorway contribute to the modern 

design of Paul's, Fort Worth, Tex. Angled, re- 

cessed portion of the front directs shoppers 
toward the entrance. 


Exterior of the new Enzel of Paris store in Baltimore 
uses an all-glass front which permits an unimpeded 
view into the interior of the salon. 


Interior of the Wilton store in Yakima, Wash., shows 

how open stock can be made an integral part of the 

room, without a cluttered effect. Partition at the right 

divides men’s section from the women’s. Notice long 
tubes of light in the ceiling. 





OF MODERN SHOE STORES 


Here They Are—Twelve Shoe Stores Situated in All Parts of the Country, 
Which Have Recently Modernized Their Establishments. There Are All 
Types Here, So Take Your Pick. 


Shoe department at Al Levy's, Montgomery. ce oan 
Ala., is decorated in green, furnished with lime 
green and raspberry. The wall in the rear is 

entirely composed of mirrors. 


aa 


Men’s section at the C. H. Baker store in Glen- 

dale, Cal., has its own street entrance. The in- 

terior presents a comfortable, clubby atmos- 

phere with plastic-covered maroon chairs sound- 
ing a note of masculinity. 


Teeks new store in Butler, Pa. achieves an 

informal atmosphere through the use of 

knotty pine for one wall. Oval shadow boxes 
in rear wall are effective. 


Walk Rite Juvenile Shoe Shop in Brook- 
ote : : 7 lyn. N. Y. uses nursery rhyme figure 
Part of the Orchid Room at Packu: d-Rellin, Milwaukee, Wis., features ite: apenas “isn. Bt 4 
os as ‘ my against the rear wall to lend atmosphere. 
a kuge mural of the Eiffel Tower. shown here ct the right. The room 
as a whole is decorated in orchid with the fleur de lis motif. 


Lejt: Shoe department 
at A. L. Brown & 
Sons, Salinas, Cal. 
Color scheme is green, 
roseberry and blush. 
Curtving walls add to 
the attractiveness of 
the dey-artment. 












} iew of the shoe section 
at the suburban branch 
store of Oppenheim Col- 
lins in Garden City. 
showing the contrast af- 
forded by light walls and 
ceiling and deep shades 
of upholstery. 


As a part of the remodeling of the branch store of 
Oppenheim Collins in the suburban community of 
Garden City. Long Island, the architect. Adolph Novak. 
decided to give the shoe department a separate entrance. 
which it shares along with the remodeled millinery 
salon. The modernization of the siore has recreated it 
from a shop of 4000 square feet to one covering an 
area of 11,000 square feet on the main floor. with an 


Shoe Department 
Has Its Separate Entrance 


&0-foot frontage which makes possible a panorama of 
window displays. 

Flush hung ceilings are done in an off-white shade. 
basic for varied wall colors which departmentalize indi- 
vidual sections. Attractive recessed incandescent and 
fluorescent illumination. and a trellis motif contribute 


to the feeling of warmth which the lighting produces. 

In the shoe department. a row of seating along one 
entire wall provides facilities for taking care of a large 
number of customers. while the light coloring in the 
walls and ceiling and the contrast of deep shades in the 
upholstery contribute to a comfortable, attractive at- 
mosphere which lives up to the suburban character of 
the shop. Unusual display niches along the wall catch 
the attention of the customer. These are spotlighted by 
a row of bullet lights. throwing illumination on the 


shoes displayed. 





View from the sports 
department, showing 
the children’s section 
at the left and the 
casual department in 
the rear. second floor. 





Casual and sports 
departments on the 
second floor of the 
remodeled store. 









onvenience Featured in Western Store 


WHEN Dobyns Footwear in Long Beach, Cal., was 
remodeled some months ago, the primary thought in 
the minds of those doing the planning was to provide 
as much convenience as possible to customers of the 
store. Thus. men’s shoes are located just to the right 
of the double glass door entrance. for it is a known 
fact that men dislike having to hunt for the department 
which carries their merchandise. Opposite the men’s 
shoe department is the accessory department. where 
handbags. hosiery and other accessories make ideal 
subjects for impulse purchases. 

The women’s shoe department is located in an espe- 
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}iew of the main floor. The men’s department is at 
the right; the women’s in the rear of the photograph. 





















































Below: Exterior of the Stetson store. showing 
the metal front and the all-glass entrance. 
Right: The interior is comfortable and casual, 
and the view of the street adds a feeling of 
spaciousness to the salesroom. 





Merchandising Starts 
At the Front... 


Here. the problem resolved itself into the same factors 








confronting many city mercharts today who are serving 
WITH salesroom floor space at premium prives these — the passing whims of pedestrian trade—a_ relatively 
days. it behooves the owners of smart shops to make small and compact salesroom. a fair location with re- 
every square foot of not only floor space but wall space. gard to pedestrian trafic providing attention can be 
ceiling and store front pay its own way. Thai's why we — sustained by displays. and the age-old factor of attempt- 
say. “Merchandising starts at the front."--the store ing to present a noticeably “different” appearance with- 
front—and the newly designed Stetson Shoe Store in out creating a carnival atmosphere. 


Pittsburgh presents an excellent example. [TURN TO PAGE 68. PLEASt 





Left: Exterior of the Jacobson store on the ground 
floor of the Security Bank Building. Below: Sojt 
pastels are used for the interior, with a rear drape 
which softens the room. 







Accessory Selling 
Stressed in New Store 


JACOBSON’S apparel stores of Michigan opened their store is departmentalized to facilitate the sale of dif- 
newest and finest shoe salon in Battle Creek, sometime ferent types of footwear. There are many new and 














ago. The location is on the ground floor of the Security unique features. such as an individual concealed stock- 

Bank Building. adjoining their former location. room for each major line. in close proximity to the 
In keeping with Jacobson’s policy of merchandising — selling area of that product. 

their shoes and matched accessories together. this new \s one enters the store on the left is a casual shoe 

salon incorporates the physical set-up to accomplish this har devoted to the display of casual and sport shoes. 

modern selling technique to the greatest degree. The [TURN TO PAGE 68. PLEASE | 
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THE Hecht Co.. Washington. D. C.. has modernized its 
children’s and teen-age shoe departments, segregating 
the two. since adolescents resent being classed as 
“children.” 

seven 


The children’s section is located steps down 


from the teen-age department. There is a certain charm 
about the children’s section on this lower level. Shadow 
boxes display shoes for the various ages. With the walls 
done in pastels and the chairs in a soft shade of blue, 
the entire set-up resembles a fairyland for the juvenile 
clientele. 

A more sophisticated setting is provided for the teen- 
ager. with simulated ribbon bows providing striking 
color accents on walls of a subdued hue. The gray 
chairs fit in well with this decorative scheme. 


Two Shoe Departments 
In Juvenile Section 






A sophisticated setting is provided for 
teen-agers at The Hecht Co., Washington, 
D. C. Simulated ribbon bows provide 
color accents on walls of a subdued hue. 


give real 
service by constantly educating the customers as to the 
necessity for proper fitting. This theme is also exploited 


The dominant aim of this department is to 


in the company’s extensive advertising program carried 
on in pictorial fashion in the various newspapers, in 
informative talks on this subject over the radio, through 
letters sent out to all customers every three months after 
each purchase inviting them in so that the children’s 
shoes can be inspected. 

There is a special sales force for the children’s section 
and one for the teen-agers. The appeal in each case is 
different. While the parents of the little folks want foot- 
wear of the prevailing types, their chief concern is with 
the fit. However in the opinion of the adolescent, style 
is considered to be of paramount importance. 





Modernization Adapted 


HoW modern can a store be made? How conservative 
must it remain? How will a small city in a rural com- 
munity react to a store beautification program? 

These —and other similar questions — confronted 
A. W. (Al) Schoen. proprietor of Schoen’s Shoe Store 
in Lincoln, Illinois, when he began his modernization 
program several months ago. 

To understand the problems confronting Mr. Schoen, 
the commmunity in which his store is located must be 
visualized. Lincoln is a small city of 14.000 population. 
It is the county seat of Logan County. It is principally 
a residential town with very little manufacturing or 
heavy industry. 













to Store's Trading Area 


Lincoln is located in the heart of a rich farming terri- 
tory with an estimated 50 per cent of the city’s trade 
coming from the surrounding farms. 

There is a competition problem, too. Five other 
exclusive shoe dealers are to be found in the city, and 
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Women’s section of the remodeled Schoen store in Lin- 
coln, Ill. Blond furniture with white leather covering is 
used to add a light touch. 


At the far end of the store a curved settee is 
used for children’s fittings. 
than the adult chairs and makes for easier 


This is lower 


fitting of children. 



























Hess Suburban Store 
Uses Novel Ideas 












Above: Sliding board which leads 
from the entrance level to the chil- 
dren’s section is one of the main at- 
tractions for the small fry. Left: A 
wallpaper panel with a_ matching 
bench before it adds a colorful touch 
to the women’s section. 
























Unusual Treatments Which Lend Themselves to Adoption by Other 
Shoe Retailers Add Convenience and Atmosphere to Country Store of 
N. Hess’ Sons in Baltimore, Md. 


WHEN N. Hess’ Sons in Baltimore, Md.. opened Hess _ tively little expense. 
Belvedere last Fall, they incorporated into this suburban In the first place, the store is on three levels, all of 
store a number of unusual ideas which add both to the which may be seen from the entrance. Thus. as soon as 
attractiveness of the store and to the convenience of the customer enters the door. she is met by a scene 
customers and salespeople. Many of these*ideas may be which is at once spacious and attractive. She has an 
adopted profitably and easily by other retailers at rela- unimpeded view of all three levels. and can see at once 
where the department in which she is interested is 
located. 

A sliding board of bright chromium is set into the 
center of the flight of steps which leads from the entrance 
level to the children’s department, located immediately 
[TURN TO PAGE 73, PLEASE | 


r PN ~ 


- 


* 





Above: Foundation of the seating is a slatted bench, 
painted white. Cushions and back rests are leather cover- 
ed. removable. Right: This divider between the men’s 
and women’s sections serves a double purpose when it is 
used for display of shoes and findings. 








by BEN WALTERS 


Walters Display, Inc., 
New York 
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Sketches by MIMI HARNEY The author will answer inquiries 
on window display problems. All 
such inquiries should be addressed 
to Mr. Walters, c/o Boot AnpD 
SHoe Recorper. 100 East 42nd 
Street, New York 17, N. Y. 





Right: Color in play shoes can be 


emphasized by using the large tam- e 
bourine at the top of the display. The ge e 
clappers are paper plates inserted half- 
way and painted bronze. Add gay = 
colorful ribbons. fp a 
F 
4 = \ 
SS 4 
a) Below: For gay atmosphere. 
re -\ have a cutout, “age canbe 
S=— / ita’s head. The half-roun 
\ Ww s- tambourine is placed on the 
3 JW head; the shawl is of paper 


and has copy space. 


Below; Children’s units. The huge 
firecracker is a covered linoleum 
tube. Insert shelves for shoes. 
Smaller mailing tubes make a gay 
display. Note the rocket for wall 
display and place for one shoe. 








Right: There is a new material on the market called 
“Celastic." You may drape it attractively, and it 
hardens to a stone-like surface. It makes a permanent 
drape. also has adhesive qualities. Units in this 
display were made of this material. 





Urges Care in Administering ECA 


Industry's Belief in Basic Objectives of Aid Program Firm, Gay 


Tells Tanners at Spring Meeting—Two-Day Session Addressed by 


Business and Government Officials 


CURRENT economic problems, arising, in part, from 
such postwar expedients as ECA, were topics for discus- 
sion at the 1949 Spring meeting of the Tanners’ Council 
of America at the Cavalier Hotel, Virginia Beach, Va., 
May 16th and 17th. Among the speakers at the two-day 
session were: Sherwood B. Gay, president of the Tan- 
ners’ Council: H. E. Luedicke, executive editor, Vew 
York Journal of Commerce; Frederick R. Livingston, 
attorney and labor counsel. formerly affiliated with the 
National Labor Relations Board and special assistant to 
the Secretary of Labor; and T. L. Sweet. chief, Combined 
Materials Branch, Economic Cooperation Administra- 
tion. 

Mr. Gay, the Council's president, opened the session 
with a message of welcome to members of the Council 
and the many guests from allied trades and government. 
in the course of his address he called attention to the 
major problems, both domestic and international, which 
are besetting the tanning industry. One of the principal 
problems facing the group, he said, was the “squeeze” in 
which tanners find themselves because of firm or rising 
world raw material prices on one hand and consumer 
insistence upon lower shoe prices on the other. “Raw 
material markets, to put it mildly, refuse to recognize 
the facts of life in the USA,” Mr. Gay stated, additig, 
“For a number of reasons the world market, or what 
passes for it nowadays, keeps upward pressure under 
hide and skin prices, almost regardless of what happens 
te demand and consumption in our own economy.” Some 
of the reasons cited by Mr. Gay were currency uncertain- 
ties, U. S. aid, hoarding of supplies in foreign countries, 
foreign government controls and restrictions, and short- 
sighted economic nationalism policies of certain nations. 

Referring to the role of ECA and its effect on hides 
and skins, the Council’s president reaffirmed the indus- 
try’s belief in the basic objectives of the aid program 
while urging the most careful administration of ECA 
programs for leather-making raw materials “in order to 
help avoid the dangerous consequences of the present 
squeeze” affecting the industry. 

Discussing some of the domestic issues facing the 
industry, the speaker emphasized the importance of 
«idustry-wide action on matters of research and product 
improvement. “There is an urgency to some of these 
problems that can be solved through research which 
makes it necessary to pool effort and knowledge,” Mr. 
Gay stated. He added that he took little stock in the idea 
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SHERWOOD B. GAY 


President, Tanners’ Council of America 


that there were basic secrets in the production of leather. 
He also asked the industry to consider the advisability 
of a coordinated over-all program to carry to consumers 
the real comparative value in leather and leather goods. 
Dr. H. E. Luedicke undertook, in an address entitled 
“Economic Fact and Fiction,” to expose as fiction many 
of the theories advanced to support the belief that there 
can be no severe business and economic .adjustment in 
the period ahead. Referring to the widely circulated ex- 
planation that business is now going through a “healthy” 
or “orderly” readjustment, Mr. Luedicke said that “the 
belief that there can and will be an ‘orderly’ economic 
readjustment is nothing but beautiful fiction. Such terms 
as these represent only the pious hope of people to whom 
the chills and fever cf the marketplace are unfamiliar.” 
Much of the confusion and muddled economic thinking 
today, he said, is due to two factors: (1) a tendency to 
lift one fact “out of its proper perspective” and to mag- 
nify it; and (2) willingness to “accept catch words, 
[TURN TO PAGE 70, PLEASE] 
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Boatmen on the Mississippi must be alert to shoals 
and shifting currents to get safely to market. 


THE ISELIN DIARY, 1859 


_ 


on 
—_ 
é 


J. F. HAVEMEYER COLLECTION 


Take the current when it serves 


We must take the current when it serves, 
Or lose our ventures. 


SHAKESPEARE, JULIUS CAESAR, IV, iii, 222 


In 1859, currents in business, too, asked a wary eye of the man piloting 
a company. For over half a century, Iselin had been helping 
manufacturers with experienced financial and marketing counsel... 
Today, our service enables you to take full advantage of favorable 
business currents—and avoid the shoals of credit losses . . . 
You need not lose your venture for lack of adequate funds at the right time. 
Our 140 years of financial piloting experience is at your command. Send 


for booklet on our Factoring service to industry. 


William Iselin & Co., Inc. 


357 Fourth Avenue, New York 10, N.Y. 


FOUNDED IN 1808 





Come As NATIONALLY ADVERTISED in the JUNE, 1949 issues of rD 
AMERICAN JOURNAL OF NURSING and R. N. (Registered Nurse) — 
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Style 408—White, DeLuxe Model. Top-Grade Hunt-Rankin’s 
White Bucko, unlined Outside Counter Pocket. White 
Duflex Napline Sole, White Weiting. 12/8 White Soloid 
Heel with Nap Toplift. 


Goodyear Welts Exclusively. 
Sizes 6/10 AAAA « 414/10 AAA-AA « 4,10 A+ 3%/10B-C 
$8.95 (In Canada $11.95) 


Style 408 





By Clinic 





Style 412 





. \ Style 412—White, Dude Ranch Model. Top- 

Other Styles, $7.95 and $8.95, according 4 ig here any Bucko, — 

~ to leathers (in Canada, $10.95 arid $11.95) [-? utside Counter Pocket. Moccasin Blucher 
Write for Beautifully illustrated Catalog. = White Duflex Nap Sole and Spring 


Goodyear Welts Exclusively. 
Sizes 4/10 AAA-AA « 344/10 A-B-C 
$8.95 (In Canada, $11.95) 





REG US PAT OFF AND CANADA 


se ama ST. LOUIS 3, MISSOURI 
1221 Locust Street 


THE CLINIC SHOE 
je 


THE CLINIC SHOEMAKERS 
Tenth Floor, Shell Building 
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TO RETAIL 
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A Few Styles 
Slightly Higher 


AMERICAN GENTLEMAN DIVISION 


Craddock-Terry Shoe Corporation 
Lynchburg, Virginia 


June |, 1949 


Summer Sales! 


They're new... red hot for Summer! 


Here’s a chance to sell that 

extra pair—to give him the 

casual, comfortable styling 

he’s been looking for. He'll 
appreciate how nicely they carry over 
into the campus season, too. 

Line up now with 

American Gentleman* and put 

snap into summer sales 


with patterns like these. 


* Efficient in-stock service and 


franchise protection to dealers. 
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IN-STOCK STORY 


Available for immediate delivery . . . the grandest 
array of the finest styles we have ever 


offered ... in a full range of sizes and fall materials. 
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[7 a The Florsheim Shoe Company - Chicago 6 
Makers of fine Shoes for Men and Women 
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Nees Opportunity 


for Pairage (rain 


Julius Schnitzer, Commerce Department Authority, Tells 


Shoe Men of Southwest Potentials Exist for Increased 


Consumption But Stipulates That Shoes Must Be Sold. 


ADDRESSING shoe men of Texas and adjoining states 
at the show staged by the Southwestern Shoe Travelers 
Association in Dallas, May 9. Julius G. Schnitzer, 
leather and textile division chief of the U. S. Depart- 
ment of Commerce, reiterated his previously expressed 
view that the stage is set for increased pair sales of 
shoes in 1949, provided the shoe trade does its part by 
more intensive promotion and selling. 

“Early this year.” said Mr. Schnitzer, “I told manu- 
facturers in Boston and retailers in Philadelphia that 
retail shoe sales possibilities were brighter for 1949 
than actual results in either of the previous two years. 
I stated that while the value of the retail business would 
record very little variation, the potentials in pairage 
volume were very bright. My opinions in this regard 
are strengthened after studying actual trade results dur- 
ing the first four months of the year. Although final 
reports on business accomplished during April were not 
available when | left Washington, preliminary informa- 
tion indicated that trading was generally quite favor- 
able. 

“Let me assure you that my thinking on the 1949 
retail shoe sales possibilities was not influenced by any 
session with the crystall ball. It is based entirely on 
observations and analyses of past experiences and cur- 
rent trends. with these projected for several months in 
the future. 

“According to my observations, pairage sales of shoes 
at retail declined in the final quarter of 1947 and con- 
tinued at the lower levels during 1948, with only slight, 
if any, improvement in the early months of this year. 
This means that the public has been using up its closet 
inventories for a rather considerable period and could 
be SOLD shoes at the present time. and I want to em- 
phasize the word “SOLD.” Don’t confuse this state- 
ment to mean only the usual replacement volume, since 
the potentials are actually greater than that at this time. 

“There are other pertinent factors which are favor- 
able for larger retail shoe volume such as the fact that 
with the backlog of consumer durable goods rather well 
filled. more of the expendable income can be used for 
the purchase of footwear. Also, it is reasonable to expect 
that the female of the species who has been so busy 
buying dresses and coats, can now devote more attention 
to shoes. 
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“You must also remember that there are still very 
large savings hoarded by the public, now estimated to 
be in excess of $160 billions. Another factor is that 
most independent shoe retailers have finally recognized 
the trend to lower-priced shoes and are either stocked 
with such lines or have them on order. 

“There are two basic methods generally used to de- 
termine the potential consumption of shoes. One is the 
use of the prewar normal purchase of 3.15 pairs per 
person annually. On the basis of the 1948 population 
this should have resulted in the sale of approximately 
468 million pairs. The other technique involves the 
assumption that consumer expenditures for footwear 
bear a fairly constant relationship to the national dis- 
posable income. In the prewar years of 1936-40. the 
dollar value of shoe sales at retail averaged 1.7 per cent 
of the disposable income of the nation for those years. 
Applying the same ratio to 1948 disposable income a 
demand potential of more than 505 million pairs was 
indicated on the basis of the level of shoe prices which 
prevailed last year. What I have just pointed out merely 
indicates what the sales possibilities are as measured by 
yardsticks which have heretofore proved fairly accurate. 

“Best estimates available on actual retail results in 
1948 indicate a sales volume of no more than 440 mil- 
lion pairs. The difference between the actual and poten- 
tial sales could be partly due to the increased use of 
closet inventories by consumers. 

“If any of you have obtained the impression from 
my remarks thus far that the public is going to flock into 
your stores clamoring for shoes. it should be changed 
right now. I want to state very emphatically that in 
order to realize actual benefits from the potential market 
for footwear you will find it necessary to do a real job 
of merchandising, in fact a better one than has been 
done over the past few years. You must forget that 
period in which you didn’t have to sell—people just 
bought. 

“Merchandising efforts of the retail shoe trade must 
be increased, improved, and coordinated in order to 
benefit from the favorable potentials which I am con- 
vinced actually exist. What good is accomplished when 
you bring the consumer into your store if you have 
merely clerks and not a sales staff? What purpose has 


[TURN TO PAGE 70, PLEASE] 


Boot and Shoe Recorder 


= 
E = 











WHITE RANKS FIRST 
IN MIAMI 


Wuite has been important this past 
month and ranks first as a volume 
seller in Miami. It is expected that 
this will continue for a short time as 
graduations and weddings are promi- 
nent in the social calendar. 

For Summer the trend is for as lit- 
tle as possible on the foot. Most in 
demand are mere soles held together 
with thin strands of leather. Some of 
the new models are most attractive. 
Delman has a sandal. in light suede 
or patent, that carries five narrow 
straps across the vamp. There is an 
interesting tri-corner strapped heel 
that is very smart. and the ankle strap 
is as narrow as can be used. At the 
I. Miller salon one of their important 
sandals is another nude model. all 
narrow straps from slim ankle to open 
toe. 

Burdine’s sandals are outstanding 
in heel treatment. formed by clever 
manipulation of arkle straps. 

In contrast there is a slowly grow- 
ing demand for the classic pump. 
This is selling in both high and me- 
dium heel versions. It is a good travel 
shoe for wear with tailored clothes. 
The same model. in one or two-tone 
effects. is equally good alongside the 
plain suede or patent shoe. In the 
linen pump, which may be worn white 
or natural or dred to match any color 
costume. there is some activity. It is 
expected to be one of the good Sum- 
mer numbers. 

Polka dot effects are not quite as 
good as earlier in the Spring. but still 
are moving in fairly good numbers. 
Another shoe that is selling well is 
the checkerboard effect made by com- 
bining colored cobra with colored 
suede. David's Fifth Avenue shop on 
Lincoln Road has had some clever 
numbers in this material. 

Reptile is still active. Saks Fifth 
Avenue, on Lincoln Road. has been 
featuring a number of models at 
$16.95. 

There are some wedgies in the pic- 
ture, and plenty of medium platforms. 
The latter are considered most com- 
fortable for hot weather wear. since 
they lift the foot off the hot pave- 
ments. 

The shoe picture here at the pres- 
ent time is this: Following the trend 
for fluffy rufled Summer dresses, with 
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iong full skirts. the shoe must con- 
tinue the picture of “ribbons and 
hows” and be as ornate as good taste 
will permit. With many midriff frocks 
and off-the-shoulder or sun-back 
dresses being worn, shoes carry on 
the naked or nude look. There is 
greatest activity right now. after the 
formal dress shoe. in gay casuals. 

Shoe men are predicting that for 
Fall the closed toe. closed heel will 
be wanted. but during the Summer 
months the feeling of openness will be 
most important. 

e © * 


SOME BCSTON STORES 
HOLD CLEARANCES 


Mip-MAy found some Boston shoe 
stores and departments still decreas- 
ing their inventories by holding clear- 
ance sales while others. presumably 
with inventories in better shape, were 
pushing the sale of Summer styles. 

Typical of the sales were those held 
in the women’s department of R. H. 
White Co.. where shoes formerly sold 
at from $5.95 to $18.95 were piled on 
tables in the rear of the department 
and priced at $3.90 to $9.90, includ- 
ing dress shoes, casuals and sports 
types such as saddle oxfords; and at 
Barclay’s. high style women’s shoe 
store on Tremont Street, where the 
complete stock of one line, originally 
priced at $14.95 to $22.95, was offered 
at a flat price of $9.90. including some 
all-white shoes. two-tones and multi- 
colored styles in a wide range of 
patterns. 

Most other stores, in all price 
classes. were actively engaged in pro- 
moting warm weather shoes. even, as 








APRE BOOKS ore CLOSER 


Two lightweight Summer styles for 
the male customer were offered in 
this ad by Volk Brothers Co., Dallas. 





in the case of the Arlace store. attrac- 
tively styled straws in combinations 
of natural with high colors. These 
were priced at $2.98 to $5.98, and 
sales depended largely on weather. 

There is, also. a revival of “dye- 
able” linen shoes in Boston. R. H. 
Stearns & Company, exclusive women’s 
clothing store on Tremont Street, re- 
cently featured two white linen opera 
pumps. one with medium heel and one 
with a high heel. to be worn “as is,” 
or dyed to match or contrast with the 
rest of the costume. They were priced 
at $12.95. 

Whites and the seasonally popular 
spectator pumps have been in fair de- 
mand in most of the stores surveyed, 
as have combinations of white and 
brown in patterns other than the spec- 
tator. Some spectators also have been 
sold in combinations of blue and 
white, and black and white. 

Many of the larger stores have de- 
cided on a price range of $6.95 to 
$9.95 as the best for quick promo- 
tions. Conrad & Company, Winter 
Street women’s clothing store, reports 
fair business on whites and spectator 
pumps within that range, as well as 
in casuals in white. high colors and 
multicolors at $2.99. Some of the lat- 
ter have embroidered vamps. 

Filene’s Little Shoe Shop, on the 
first floor of that store. has been pro- 
moting a variety of patterns in black, 
blue, brown and grey suede, and in 
black, blue, red and brown crushed 
leather, at $6.95 and $7.95. 


* * * 
ST. LOUIS WANTS 
LOWER PRICES 


THE trend in footwear buying habits 
of the St. Louis feminine consumer is 
moving more and more toward lower 
priced shoes. a spotcheck of the lead- 
ing departments and stores indicates. 
By far the greatest volume in numbers 
of pairs sold (outside of the low price 
chains) are shoes retailing for $7.95 
and $8.95. “Women are looking for 
both foot comfort and purse comfort,” 
one buyer described the tempo of sell- 
ing during late May. “They are show- 
ing a noticeable preference for opened 
up casuals in popular priced 
brackets.” 

Strap casuals and those of the open 
toe and open heel variety in bright 
colors appear to be sparking the most 
interest, although whites also are fast 
coming into the picture. In types of 
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construction. wedge heels from 12/8 
to 14/8 seem to be moving faster than 
And the popularity of 
platforms appears to be continuing. 
although there is just about as much 


any others. 


pieference for footwear without plat- 
forms as for those with them. 

Foot comfort. in fact. strongly in- 
fluences St. Louis women in shoe pur- 
from the low 
high. as 
faster 
ranges. A 
how- 


chases in all brackets 
priced groupings to the 


epened-up shoes are selling 


than closed type- in all 
characteristic of this demand. 
ever. is the faster movement of highe: 
heels with each upward bracket of 
price. From about the $9.95 to $12.95 
range. retailers report that the great- 
with heel 


shoes 


est demand is for 





heights of 18/8 to 22/8. and in the 
above $14.95 field it is possibly 23/8. 
white spectators with 
open backs and toes are believed to 
be the number one sellers in the 


Brown and 


medium range. while in the higher 
brackets the same color combination 
is reported moving well in shoes with 
either toes. There 
also is a lively interest in black Sum- 


closed or open 
mer suede in more expensive shoes 
as well as in shell pumps with plung- 
ing threat lines made up in white 
linen. 


FABRICS POPULAR IN 
BALTIMORE 


Zoominc to popularity in Balti- 
more, are linens. shantungs end silk, 
plus ether fabrics. One store spokes- 
man said he was stocking only linens 
in white and (as opposed to other 
fabrics) in pastel colors. The month 
of April found consumers preferring 
this carry-over from cruise-wear foot- 
wear. 

Blue suede and calf. plus black. in 
the same materials sold very well. 
with blue taking the lead. One store 
reported that blue and black suedes 
sold very well in the $12.95 to $26.95 
price range. taking the lead over 
smooth leathers in the same colors. 
Casual shoes were well in 
gabardine wedgies but suede in flats 
were being sold for dress. 

As for style. shell pumps. ankle 
straps. sling pumps. platforms and 
open shoes generally were going very 
well. 


ao i o 
going 
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Multicolor silk, new high fashion note 
in Summer dress shoes, shown with 
matching bag by Hess in Baltimore. 





At 1. Miller's on N. Charles Street. 
where in Spring shoes the iridescent- 
introduced. 
“Braidiet™ 
promo- 


footwear has been 
an innovation called the 


made its bow in 


type 


newspaper 
tion. This was a wedge casual in 
shades of bamboo. red. green and in 
hlack suede. 

Post-Easter clearance sales were 
greatly in evidence in Baltimore shox 
stores. with O'Neill's coming out with 
advertised substantial reductions. 
Hahn’s. too. had a “bang-up seven-day 
after Easter sale” with prices ranging 
from $4.85 and $5.85 to $9.85. 


MAY HEAT WAVE SELLS 
SHOES IN CHICAGO 


Hor weather. with 90 degree tem- 
peratures, upped the demand for 
Summer shoes and casuals in Chicago 
about as fast as the temperature rose. 
Chicago had mid-summer weather for 
nearly a week. and shoe stores and 
departments which had experienced 
the traditional after Easter lull were 
suddealy very 
tomers began to get their Summer 
wardrobes together in a hurry. 


busy again as cus- 


Summer promotions had _ already 
begun. starting in full force the last 
week in April. All State street fa- 


shion windows have been full of 
Summer clothes. including white. 
spectator. pastel. multi-color. and 


casual shoes. There has been a lot 
of showing of denim play clothes this 
vear. together with both denim and 
other fabric play shoes. 

Marshall Field & Co. ran a full 
page advertisement on white shoes. 
showing nineteen different styles. in 
prices ranging from $8.95 to $25.75. 
Using the phrase. “there’s nothing 
quite like white for a fresh. frosty 
accent.” linen, suede. calf. buckskin. 









elk-tanned calf. and crushed kid are 
being showing in play shoes, tailored 
two-tone spectators. 


walking shoes. 


and “delicate dancing shoes.” Shoes 
shown were from each of the five dif- 
fifth 
Pirie 


ferent divisions of the regular 
floor shoe department. Carson 
Scott & Co. began their Summer shoe 
promotion with a half page advertise- 
ment devoted to “Summer Shoes in 
ever-versatile white and white with 
color” in spectators. sandals, tailored 
Joseph Salon 
“Cloisonne 


shoes. and casuals. 


Shoes gives the name 
Costume Duet™ to a Summer suede 
in Navy or white with hand enameled 
design on platform and ankle strap. 
with matching handbag. 

Fabric. and particularly shantung. 
is getting a good play and good re- 
sponse. Field's included shantunz 
shoes in a coordinated promotion with 
belts. 


accessories. 


turbans. handbags. 
gloves. and other 
O°Connor & Goldberg is stressing tri- 


colored shantungs in fuchsia. beige. 


blouse. 


and purple: rust. brown and beige: 
erev chartreuse. and rose: and other 


combinations. with shantung hand- 
bags to match. Straws and linens 
continue to do well in the middle 


price bracket. 

At this point casuals seem to be 
selling as well or better than they 
did a year ago. The fact that they 
have been brought out in broad lasts 
so they can he fitted to “difficult” feet. 





accounts for additional customers and 
“converts.” In better stores casual-~ 
are selling especially well in reptile: 
in. bright colors and  multi-colors. 
“Treat your feet to the three C’s for 
summer—color. comfort. and compli- 
ments” 
used by Field's in presentation of 


is one of the themes being 


casuals. 
* * & 


SHOE MEN OPTIMISTIC 
IN DETROIT 


DETROIT shoe merchants are gen- 
erally in a more optimistic frame of 
mind as continued satisfactory post- 
Easter business has convinced them 
that the tide may have been turned in 
the shoe field. The Easter season. as 
reported earlier. proved better than 
expectations in most fields, and has 
resulted in a modest. stimulation of 
buying at the wholesale level. How- 
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ever, the more general course appears 
to have been to reduce inventories— 
which should mean better Summer 
and Fall volume for the wholesale 
lines as retailers fill in on needed 
items. 

One reason given here for the rela- 
tively happy state of the shoe field, 
compared with other retail lines, is 
that the industry made its readjust- 
ment some months back, and is back 
to “normal” operation, while other 
departments have still to come out of 
the postwar readjustment. Prices, in 
particular, appear to be a bit more 
stable now. 

One leading department store re- 





ports volume ahead. day by day. of 
the corresponding figures for the past 
year. with the over-all volume for four 
months about 3 per cent ahead of 
last year. April proved the decisive 
month, after some slumps that caused 
much worry in the first three months 
—a typical standard line in this store 
ran one-third ahead of last year for 
April. 

However, one possibly very impor- 
tant depressing factor was the Ford 
strike. in its early stage as this was 
written. It was too recent in origin 

have any marked effect on retail 
trade. but some slowing up in buying 
was obvious in the first few days. If 
protracted, it was expected to lead to 
a serious slump in shoes locally. with 
public officials already highly con- 
cerned over how heavy a welfare load 
the strikers would constitute in that 
event. 

Style trends went rather heavily 
toward black. with black suede an 
expected leader for Fall. White shoe 
sales were running at a higher volume 
than originally anticipated. and some 
reorders for immediate delivery were 
reported. Among the surprise items 
were natural linen shoes in tan shades. 
described as a “true dark horse” by 
M. F. Stonebreaker of Crowley’s. 

Shrewd merchandising appears to 
have resulted in continued satisfac- 
tory, if not exceptional. business levels 
in both neighborhood and downtown 
stores, and it was noticeable that, with 
a few outstanding exceptions, the 
steres that have done a good job of 
promotion and buying were in an 
optimistic mood. 
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One characteristic, symptomatic of 
current retail buying, is that cus- 
tomers are planning on immediate use, 
and not planning ahead for wardrobe 
buying as a rule. On the other hand, 
shoe men are introducing this type of 
sales-building suggestion more and 
more into their personal selling. 


SUMMER SHOES SELLING 
IN NEW YORK 


NEW YORK stores have leaped from 
Easter business right into Summer 
selling, as a result of the late date of 
Easter. Retailers are not complain- 
ing over this situation since it has 
served as a strong stimulant to busi- 
ness. In some stores it is even result- 
ing in multiple sales of shoes. One 
high style store, for instance, reports 
that its customers are buying three and 
four pairs of white linen pumps in 
order to have them dyed in an assort- 
ment of Summer colors. Linen is sell- 
ing extremely well, white or natural 
being the number one best seller. The 
opera pump is the favorite pattern. 
One high style store has several spec- 
tators in linen combined with leather 


and reports good business in them. 
Spectators are selling early and 


well, with the classic tan and white 
tip and fox pattern the most popular. 
Built-up leather heels are being asked 
for, as well as covered heels. Varia- 
tions on the classic spectator treat- 
ment are also being promoted in open 
and closed patterns. on low, medium 
and high heels, in dressier as well as 
in tailored patterns. As in previous 
seasons, the term “spectator” is being 
used to apply to any white shoe com- 
bined with another color—tan, black, 
navy, red or green. It is in the spec- 
tators, according to some merchants, 
that white leathers are selling best. 
Other types of Summer shoes are sell- 
ing in linen, shantung or straw, in 
their experience. 


1. as 


site 
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” I.Miller 


The classic spectator came in for its 
share of promotion when featured in 
this ad by I. Miller, New York. 


In the shantungs, a wide range of 
pastel colors is being featured. In 
straws, natural color. sometimes with 
multicolor embroidery. and multi- 
color combinations are both selling. 
Another multicolor shoe that is being 
featured and is selling in some stores 
is the polka dot linen shoe. Stores 
carrying the confetti polka dot, with 
multicolor dots, report it to be more 
popular than the two-color combina- 
tion. a monotone dot on a contrasting 
background. Some other multicolor 
fabrics are being sold in a few stores 
and this is also true where beach 
clogs and shoes are beginning to move. 
Another popular multicolor is the 
cobra shoe in three or four colors. 
Some alligators in high shades and 
brown and Bamboo are selling. Very 
open dark shoes in black or navy blue 
suede, sometimes combined with mesh. 
are also moving. Casual shoes are 
starting to sell very well in a range 


of colors. 
* * * 


CASUALS SELLING 
IN PHILADELPHIA 


BusINEss in Philadelphia ebbed 
after Easter, but shoe merchants have 
been keeping customers interested by 
selling them plenty of casuals. In 
department stores every possible cor- 





ner where attention for this type of 
shoe could be coupled with other mer- 
chandise is being tried. One store 
placed a ledge of casuals in the mil- 
linery department; another displayed 
them next to kitchen utensils. 

Any real early Summer business so 
far has been in brown and white spec- 
tators. The classic spectator pump 
with medium or high heel is the most 
wanted. Customers who are in the 
market for Summer dress shoes are 
buying shantung pumps. available in 
many colors. For those who want a 
Summer dress shoe that is different. 
there is an elaborately brocaded ankle 
strap shoe with bag to match. 

Many customers prefer all-white 
shoes for their major Summer wear. 
and a large percentage of the present 
ads is given to showing them the new 
styles that can be had. Many cus- 
tomers are willing to buy colors after 
they have been assured of having a 
basic white pair. 
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Shoes in the News 


lil 


The use of cut steel decoration adds a soft, dressy look to 

casual shoes, as shown in these three patterns. Steel color is 

used on black and navy; a golden color on brown and green. 
All three shoes are from the Fall line of Renee Footwear. 


+ + 


A NEW line of leather casual oxfords with vulcanized 
crepe rubber soles has been announced by Ball-Band for 
Fall, 1949. Patterned after the Summerette last. these 
new casual shoes feature buoyant “Duo-Texture” platforms 
and will be made in medium and narrow widths. 
Assording to officials of the Mishawaka Company, the 
process of vulcanizing rubber soles to leather shoes is not 
new to the company but this is the first time it has offered 


Genuine crepe rubber soles 
are vulcanized on in this ox- 
ford. Uppers are of elk in 
Golden Tan or White. Fea- 
tures Duo-Texture platform. 





a leather casual with vulcanized crepe rubber soles. In 
Vulcanization, it was pointed out, all rubber parts are 
cured and fused into one piece. Three new blucher pat- 
terns are being offered at the present time: a moccasin 
vamp pattern. an open toe pattern, and a gypsy seam 
pattern. All three patterns are available in “M” widths. 
growing girls’ sizes 4-10 and “N” widths. growing girls’ 
sizes 5-1]. 


Z 





Open New Unit in Chain of 
Family Shoe Stores 


PortLanb, Ore.—The brothers Spellman wax pretty en- 
thusiastic about family shoe stores. And well they might. 
A quick look at their record shows why. 

In 1921—the year of their founding—Spellman Brothers 
grossed $75,000 and sold 10,000 pairs of shoes. Last year 
their gross volume (which in the intervening years had 
become a chain operation in the Pacific Northwest) totaled 
one million dollars from the sale of 140,000 pairs. The 
great increase in their capitalization likewise was im- 
pressive. 

Originally $7,000. it had grown to $400.000 in 1948. 
Newest link in their chain is the swank, modern store here 

[TURN TO PAGE 74, PLEASE] 
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Ally STOCK UP 
2” le with 7 
SEBAGO-MOCS 


Watch the Gals 
Go for ‘Em 


Here are shoes that appeal to al! the ladies 






— from teens to grandmas. They're the slick 
new Sebago-Moc moccasins, mow available 
immediately from our "In-stock" Department 


Will they sell? Say, just look at their smo 
styling and quality construction. om 
them with any other moccasins at anywhere 
near the price. You bet they'll sell — and 
with plenty of profits for you. 

But don't take our wo-d for it. Try them 
out and watch them go. 








Unique — Patented 
Genuine hand sewn 
Welt construction 
No innersole 
Amazingly flexible 
Extra fine leather sole 
Hand burnished Brown finish 


©OOOO@ 


STYLE © Long wearing Neolite soles 

Skillfully machine sewn 

No. 652 © Quality construction 
$3.60 Hand burnished Brown 

or Antique Red 


© 









SIZES 





Style No. 500 Stvle No. 652 
AAA 6-9; AA 5-10 : y Be]C 
A 4,-9: B 3-10 Narrow 5-10 
C 3-9 Medium 3-10 








Add 25c service charge on orders 
for 3 pairs or less. 


NO OTHER SHOE 
HAS SO MANY USES! 


SEBAGO-MOC CO. 


WESTBROOK MAINE 
NEW YORK OFFICE LOS ANGELES OFFICE 
MARBRIDGE BLDG. 505 HAAS BLDG. 

















RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max WUT thy and Markets 


Chicago 


Bi SINESS at factory and wholesale levels is not operating 
at the same pace as in retail quarters at present in Chicago 
and the Midwest area. Retail business is healthy. with 
early hot weather helping to boost sales of Summer and 
casual footwear. 

Orders for Fall shoes are not coming in to factories in 
any great volume yet. so production schedules are thus 
far uncertain. Up to well beyond mid-May, retailers were 
holding off on any sizeable F2ll commitments. Attendance 
at regional shows in this area has been good. although not 
as great as during the war and immediate postwar years. 
when merchants were seeking anything they could get and 
were willing to make some effort to go after it. They 
attend the shows to “look things over” these days. and 
expect the salesmen to call on them in their stores to do 
the selling. Buying has been spotty. with a scattering of 
Fall orders placed. Most of the business done at these 
shows has been on fill-ins. There is a general feeling that 
for Fall. Retailers” 
tories were prettv well cleared up last January. but they 
are waiting until Spring business is definitely over and 
there is some indication of how it will run for Summer 
before they make too many commitments. There will prob- 
ably not be any 
held last January. 
shelves, but most retail stores will hold their regular pre- 
war August sales. 

This period of postponed buying. however. leaves most 
factories in a suspended state, and few are running up to 
full production. Tanners are also affected. for until fac- 
tories are geared up to their Fall production. they aren't 
ordering leather. Consequently. most of the tanneries here 
are at present running on a four-day week. 

Brightest spot in the manufacturing picture has been 
activity in in-stock departments which still continue busy. 
at present with reorders on casuals. whites. and other 
Summer footwear. Eveing the growing importance of this 
type of buying. most factories are increasing this service. 
with several placing almost total emphasis on this depart- 
ment for Fall. 


business will be near normal inven- 


clearance sales in proportion to those 
since there is not much distress stock on 


fy 


New England 


THE rate of production in many of New England’s shoe fac- 
tories has stepped up with the influx of orders for early 
Fall delivery; and manufacturers of volume grade shoes 
for women. and to a lesser extent. those making men’s 
shoes. report that cutting, although spotty. is under way 
on orders for mechandise which merchants feel should be 
in their stores about August 1. There has definitely been 
better buying. and practically all white shoes have been 
shipped from factory warehouses. The obvious is still true 
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—that manufacturers whose prices are felt to be right are 
getting the bulk of the business. 

One significant development is the number of firms now 
making children’s shoes and slippers. either as an addition 
to adult lines or as a substitute for them. It is the feeling 
in the Northeast that children’s lines for Fall will show a 
higher percentage of novelties than heretofore. and that 
this trend is likely to continue and develop. 

Another development is the switch from calf and kip to 
side leather. particularly by factories making popular price 
men’s shoes. The May advance in price of calf and kip 
leather and of the skins of which those leathers are made. 
an advance which occurred while hide prices were declin- 
ing. not only has resulted in a firming of men’s shoe prices 
for Fall but also has forced the switch to a less expensive 
leather. The same switch in materials has also occurred 
in women’s shoes, although to a much lesser extent. 


St. Louis 


THE outlook of shoe manufacturers here presents a study 
in contrasts. Some are highly optimistic concerning pros- 
pects for the Fall selling season. Others. who by mid- and 
late May had started curtailing production to get an early 
start for the slack June period. voiced no more enthusiasm 
then their lessened production would be expected to spark. 
With some producers the employee vacation period over 
the July 4 holiday period doubtless will be a welcome inter- 
val. Early Fall business appears to be going in large 
measure to manufacturers in the under-$10 retail bracket 
and to those who announced new lower priced additions 
to their lines at the time of the St. Louis show. 

However. the over-all consensus of the market for Fall 
is probably more optimistic than pessimistic. According 
to most appraisals. the show in itself was a success. A 
goodly number of manufacturers reported making new 
retail contacts that they believe will result in sizeable 
commitments when salesmen make their follow-ups in these 
buyers’ own bailiwicks. Added to that are the producers 
who claim to have received sizeable orders: during the 
period of the show. Nearly everyone is hopeful that the 
promotional effects of the show will result in a sizeable 
return on the dollars and efforts expended in putting it on. 

A number of manufacturers have pointed out that 
the inventory condition of many retailers around the coun- 
try is in a more favorable position now than it was at this 
time last year. which should give more impetus to buying 
for the Fall season. Some of the early restraint in making 
commitments for Fall. they believe. stems from a hesitancy 
of buyers to invest in shoes in a declining market. But 
such reasoning. they point out, is not based on fact. be- 
cause the status of the market for the foreseeable future 
is firm. 
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PRIMEX is designed (1) to speed the 


buying decision (2) to get new, perma- 


nent customers (3) to modernize and 
beautify vour store. Its many mechanical 
improvements are unequalled for build- 
ing sales and customer goodwill. 


* new X-ray unil 
LOOK AT new low step 
THESE * new 3-Ray penetration 
STAR * new wide platform 


FEATURES * new compact size 


* 2-year guarantee 


PRIMEX offers a variety of harmonizing styles 
for all types of store interiors. For full details. 
write PRIMEX EQUIPMENT CO., Dept. BS-6. 
135 So. La Salle Street. Chicago 3. Illinois. 
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The season ts here... 
They're wearing them now 








Full Footlet in 15 or 30 
denier Nylon, or pre-shrunk 
lisle. No sole or cross-toe 
seams. 


Strap back Footlet in 
double combed cotton or 
15 denier Nylon. 


Toeguard Footlet in Nylon, 
pre-shrunk lisle or sueded 
cotton. 


Are you cashing in? 
Is your supply on display ? 


Hurry! Hurry! Hurry! If you 
haven't a full supply, order 
NOW or be sorry later 
when you lose business by 
not having them in_ stock. 
Write immediately for 
Footlets display card and 
descriptive price list. J. W. 
Landenberger & Co., Phila- 
delphia 24, Pa. 


Trade Mark 


the only shoe sock nationally advertised 
in LIFE and other leading magazines. 
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Active Buying at Popular Price Shoe Show 


Volume Grades Move Freely at Two New York Hotels—Retailers and 
Manufacturers Both Optimistic—Attendance Large 


New York.—A record attendance, 
optimism and active buying were the 
features of the Popular Price Shoe 
Show of America which opened officially 
at the Hotels New Yorker and McAlpin 
on May 23. An indication of the inter- 
est in the show was evident in the un- 
usual amount of traffic on Sunday, the 
day before the show officially opened. 
Despite rainy weather, there was a good 
turnout of out-of-town buyers who, ac- 
cording to manufacturers, were not only 
looking at the 800 shoe displays, but 
buying shoes for Fall. 

Co-managers of the show, Edward 
Atkins and Maxwell Field, said that 
early registration had exceeded 3000, 
and that this figure constituted a record. 
The timing of the show was believed to 
have been a contributing factor. 

The spirit of the show was definitely 
one of optimism, both on the part of the 
manufacturers and the retailers. Manu- 
facturers believed that the active buy- 
ing was due to the fact that the retail- 
ers had had a good Easter business, and 
had money to buy shoes; also that or- 
ders had to be placed with the manu- 
facturers in order to insure deliveries 
in time for Fall business. One manu- 
facturer said, “The retailers are now 
ready to cast bread upon the waters.” 


Prices Generally Firm 

Prices, for the most part, remained 
firm. Some reductions of 5 to7 per cent 
were reported, but the firm position of 
materials and the inelasticity of other 
costs made anything like drastic reduc- 
tions impossible. Nor were they ex- 
pected in view of the fact that most of 
the shoes were in the $10 and under 
range, which, incidentally, is considered 
to be the most popular price for shoes 
today, according to Mark A. Edison and 
Frank S. Shapiro, co-chairmen of the 
show. 

Mr. Edison remarked at a press 
luncheon that one of the reasons for the 
swing back to the popular price shoe is 
that the once popular price consumer 
who bought high priced shoes during 
the war is now switching back to the 
present-day popular price shoe. As evi- 
dence of the appeal of this price range, 
Mr. Edison pointed out that many 
manufacturers are readjusting their 
lines in order to meet the demand. 

Opening event of the show, on May 
23, was a fashion show, “Fall Foot- 
lights,” presented in the grand ballroom 
of the Hotel Statler and designed to 
act as a buying and merchandising 
guide to retailers attending the show. 
Beth Levine, designer and member of 
the manufacturing firm of Herbert 
Levine, Inc., acted as shoe counsel; 
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Open shank, high tongue d'Orsay in 
black suede with beaded ornament worn 
with dress of pale green satin at PPSSA 
fashion show. 


Nancy Pepper, fashion editor of Calling 
All Girls, was commentator; Mimi 
Aleinikoff, fashion director; and the en- 
tire production was under the direction 
of Tom Lee, well-known for his staging 
of fashion and theatrical shows. 

The ‘“Pediscope,” a large projection 
screen introduced at last year’s PPSSA, 
was used again to show shoes in color, 
enlarged to give details. An innovation 
was the introduction of men’s styles on 
the runway and the projection screen. 

Six types of feminine customers were 
introduced and their shoe needs illus- 
trated by shoes shown on the runway 
and in the Pediscope. In this way, styles 
in clothes, shoes and accessories were 
presented for the college girl, the career 
girl, the teen-ager, the homemaker (and 
child), the matron and the girl about 
town. 


Styles Shown on Runway 


Among trends highlighted were shoes 
for tweeds, both tailored town and 
rugged, crene-soled country and campus 
types; combinations of leather surfaces 
and suede leather used on coats and 
suits; fabrics combined with leathers, 
as for example, a Donegal tweed shoe 
combined with tan calf, or suede with 
satin or faille. Boots played an impor- 
tant part in young styles; Wellington 
boots for both boys and girls and cow- 
boy boots, these last shown in leather 
for outdoor wear and felt for indoor. 
Very high and very low heels were 
stressed, with outside, as well as wedge, 
heels included among the latter. Plat- 
form soles ranged from % to one and 
one-half inches. Deep d’Orsay sil- 
houettes, cut down to the sole, were em- 


phasized. The importance of openec-up 
shoes was stressed with one instep strap 
shoe, on medium heel with open toe and 
back, shown as the perfect shoe for the 
woman of any age who wants an open 
shoe with support and comfort. The 
audience was reminded of the style im- 
portance of the shoe with closed back 
and open toe. 

In colors, black shoes and accessories 
were dramatized for wear with all the 
copper, rust and warm brown tones in 
ready-to-wear this coming Fall. Blonde 
shoe tones and tan were shown as very 
style-right with the camel tan fleece 
coats, due for a strong comeback. Red 
in both clothes and shoes was strongly 
stressed, with red trimming on black 
shoes an important style treatment. 
Blue was suggested as a color to be 
considered seriously for Fall, in both 
clothes and shoes. Navy blue was the 
basic shade considered, but other tones 
were also shown, one costume in Spruce 
blue being matched with the same color 
in the shoe. Green was another shoe 
color stressed for wear with a variety 
of costume colors, including copper and 
black. Grey in clothes and in a few 
shoes was also shown. A little taupe 
was used in clothes and shoes. 

In dressy shoes, black suede, satin, 
velvet and brocade were shown. Nail- 
heads, jet beads, jewels and satin strip- 
pings were important trimming treat- 
ments. Asymmetric treatments ap- 
peared in a number of graceful, flatter- 
ing patterns. Among other highlights 
were soft types in more formal, as well 
as in casual, shoes. New lasts included 
a cowboy last for street shoes, a reced- 
ing toe, Turkish, Chinese and square 
toes. 


Shoes for Teen-Agers 


In commenting on teen fashions, 
Nancy Pepper emphasized the point 
that every girl must have her saddle 
shoes and her Norwegian moccasins. In 
men’s shoes the bold and masculine look 
with heavy soles was stressed. Smooth 
leathers for dress and grained and 
brushed leathers with soft crepe soles 
were the choices. Prophetic designs by 
three well-known designers for women’s 
shoes were shown on the Pediscope, by 
Al Lewis, Elinor Bohle and Grace 
Powell. 

Although not officially a part of the 
show, nevertheless the fourteenth an- 
nual banquet of the 210 Associates, Inc., 
national philanthropic foundation vf the 
shoe, leather and allied trades, attracted 
a sell-out attendance on Tuesday eve- 
ning, May 24, in the Waldorf Astoria. 
Under the leadership of A. S. Burg, 
chairman of the committee in charge of 
the affair, a program of high-grade en- 
tertainment got under way soon after 
the close of the banquet and the reading 
of the Memoria] List of men in the in- 
dustry who have died during the year. 
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Open and Closed: 
You Need Them Both 


[CONTINUED FROM PAGE 39] 


riding front. No, probably your best 
customer for closed shoes is the very 
style-minded woman, of no matter what 
age from the teens to the other ex- 
tremes, provided that the older woman 
wears tailored clothes or has a strong 
inclination toward very quietly dis- 
tinguished styles. As for your young 
fashion-minded customer, everything 
points to her continuing demand for 
closed operas, shells and spectators, as 
well as her more casual ballet and 
moccasin shoes. 

But these women may not make up 
the majority of your customers; in 
reality, there are more women of 
another kind in this country and they 
are the ones who have gone right on 
asking for open toes and often open 
backs. Whether they are going to 
look as high style and smart as they 
might, does not seem to interest them 
as much as having shoes that are com- 
fortable and that their friends, with 
similar tastes, also find soft and cool 
and pretty on their feet. So, when you 
are buying, think about these women 
and decide what proportion of your 
business goes to them, as well as how 
many closed shoe customers you have. 


June |, 1949 


You may say, “Wait a minute, things 
are not quite so simple as all this.” And 
I agree with you. There are other 
angles. There is the early Fall shoe 
and the later one. How many of your 
open shoe women will become closed 
shoe customers when we get into Octo- 
ber and November? And how many 
of your closed shoe trade will want 
very open shoes in those months for 
dressy afternoon and dinner-into-eve- 
ning occasions? Also, how great an 
influence will the new and growing 
trend to welt types have upon your 
business? There are lots of questions 
and lots of problems which only you, 
with your knowledge of your own 
business, can solve. All we can suggest 
is that you be careful to take a well- 
rounded, balanced view of the whole 
Fall picture. 


Plan Before You 
Remodel : 


[CONTINUED FROM PAGE 43] 


merchandise, and the fixtures are flexi- 
ble enough so that the space may be 
expanded or contracted during seasonal 
fluctuations in sales. 

A completely different problem arose 
in remodeling the women’s shoe depart- 
ment on the fourth floor of Woolf Bros. 
in Kansas City, Mo. Because the area 
was small and the job of selling unin- 
tegrated, the department could not 
handle all the customers who came to 
buy. After a thorough study of the 
situation, Mr. Silver found that he 
would have to: present the merchan- 
dise in an attractive setting conducive 
to its sale; double seating capacity 
without sacrificing comfort or spacious- 
ness; and cut down unnecessary motion 
and effort for the staff, enabling them, 
thereby, to initiate and close sales 
quickly and efficiently. 

In the final state, the over-all atmos- 
phere is now one of airiness, space, and 
luxury. Designed with a New Orleans 
motif, the whole area has been trans- 
formed into a large salon-like depart- 
ment with full length mirrors and dis- 
play cases giving the illusion of sunlit 
baleonies and casement windows. Re- 
productions of New Orleans grillwork 
frame the mirrors and display cases, 
and columns mirrored on all four sides 
add further to the out-of-doors effect. 
Circular coffers for general illumina- 
tion, which are large in diameter, give 
height to the ceiling. Away from the 
din of the rest of the store, the depart- 
ment now seats 80 customers (twice its 
former capacity) and still maintains 
its atmosphere of seclusion and quiet. 

Here, too, all stock is concealed ex- 
cept for the samples on display, which 
run the gamut from play shoes to eve- 
ning slippers. As in the men’s shoe 
department, they are available from an 
adjacent stockroom and, when the sale 
is completed, all wrapping is done near 
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Merchandising Starts at the Front 


Designed by John Schurko, one of 
Pittsburgh’s leading architects, the new 
store was planned on the modern 
merchandising theory that the store 
setting contributes. substantially to 
customer attraction and satisfaction. 
However, the Stetson Shoe Company 
went even beyond this modern concep- 
tion and supplied not only an attrac- 
tive setting, but also a completely dif- 
ferent one. 

The art of being different for the 
Stetson Shoe Company, however, in- 
volved certain considerations. The 
Stetson Shoe Company looked for a 
quiet elegance rather than a flamboy- 
ant attractiveness—they wanted to be 
different without being “boisterous.” In 
addition, the store front had to be neu- 
tral in tone so that it would not con- 
trast too greatly with the rest of the 
building, and create a boxed-in or 
frame effect. Stainless steel was de- 
cided upon as the construction mate- 
rial, but while stainless steel offered 
the tonal qualities desired, it also pre- 
sented the problems of buckling or 
bulging if erected in large sheets, and 
of glaring in bright sunlight and pick- 
ing up unwanted reflections. Still 


Accessory Selling 
Stressed in New Store 
[CONTINUED FROM PAGE 47] 


Directly behind this display is a stock- 
room, which also facilitates additional 
capacity for accessories and slipper 
stocks. To the right of the store is 
another stockroom, where another line 
of shoes is carried. On the left side, in 
the middle of the room, is a bank of 
three accessory cases featuring match- 
ing bags and a complete hosiery stock. 
Behind the floor cases are open wall 
cases for additional stock and display 
of these accessories. Shadow boxes and 
full-length mirrors are spaced on the 
opposite wall. The room is divided in 
the middle by a triangular open dis- 
play screen, that segregates the sec- 
tions. A stockroom is again concealed 
in the rear selling area for accessibility 
of these lines of merchandise. A multi- 
ple picture frame shadow box faces out 
from the front of this stockroom so 
that it can be seen as one enters the 
store. 

The entire room has been done in 
pearl grey, with the shadow box dis- 
plays in the rear decorated in char- 
treuse. The side wall shadow boxes are 
pale pink. A rear drape is used to 
soften the room with a background of a 
slightly deeper shade of grey than the 
walls, and a modern floral design of 
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further on the problem side was the 
possible damage from scuffs, scratches 
and fingermarking of its polished sur- 
faces if used on lower levels within 
reach of the sidewalk. 

A solution for all of these problems 
was found in a new, processed stainless 
steel which was stiff enough to allow 
it to be erected in large panels and 
eliminated glare by diffusing reflected 
light. 

In the design of a unique and con- 
vertible sign, Chinese red was elected 
as being the most complementary color 
for the silvery, metal field. The back 
of the sign was wired instead of the 
face, creating a sophisticated silhouette 
when illuminated at night. 

An unorthodox method was used in 
lighting the large show window. In- 
stead of the usual overhead flood lights, 
reflectors were placed inside the display 
cases proper, which affords a brighter 
concentration of light on the shoes, 
making them the point of focal atten- 
tion. Since the entire store area is 
comparatively compact, plate glass was 
also used for the rear backing of the 
show window which, from the outside, 
permits a continuous view through to 


pink, chartreuse, and green woven into 
the pattern. The rug is neutral taupe, 
and the lighting is fluorescent, mostly 
indirect. The furniture and chairs are 
of blonde wood, upholstered in pastels 
of yellow, green, and blue. 


Convenience Featured 


In Western Store 
[CONTINUED FROM PAGE 46] 


eially attractive setting on the main 
floor in a novel circular effect, and fea- 
tures ‘special lighting. On the second 
floor is a large and attractive children’s 
shoe department, where children’s ho- 
siery may also be purchased. Other de- 
partments on this floor feature spor' 
shoes, play shoes, orthopedic footwea1 
and slippers. 

All plans followed as nearly as pos- 
sible the wishes of the late C. Merwin 
Dobyns, who was sole owner of the 
store at the time of his death in 1946. 
He opened the original Dobyns Foot- 
wear in 1919 with his father, Harvey 
B. Dobyns. The building program was 
in the charge of T. P. Hunter, genera! 
manager cf the store. 

Representing the latest in contem- 
porary design, the building has a 30- 
foot frontage, a 50-foot second floor and 
a partial basement. Lighting has been 
given special attention; indirect tubu- 
lar and direct flush types are used, 


the back of the store. Customers inside 
the store are given the impression of 
expansiveness, since their range of 
vision continues through the show win- 
dow to the buildings across the street. 

The store interior is the same stgry 
of newness and good taste. The light- 
ing system, newly-developed, and the 
first installation of its kind in Pitts- 
burgh, covers a narrow strip of ceiling, 
and runs almost the entire length of 
the store, resembling a continuous at- 
tachment of hundreds of white plastic 
egg boxes. The plastic apertures are 
translucent and allow an even diffusion 
of light. The lighting parallels the 
customer chairs, so again, the concen- 
tration of light is just where it 
should be. 

Various other decorating 
were brought into play in the selection 
of additional finishing materials. Cocoa 
brown rough wood with turquoise 
facing was used to cover the interior 
walls at the front of the store. Wal- 
nut fixtures and a textured green car- 
pet lend favorable contrast. 

A one-filoor store of conventional size 
and shape, the new Stetson Shoe Store 
is a practical study in ingenuity. 


devices 


with the accent on displays. The dis- 
play windows are large and the ceil- 
ing illumination is diffused. 

Bleached redwood and mahogany are 
used for the interior woodwork. These 
combine with painted walls to provide 
a softness to the appearance of the 
store and to bring out the individual 
departments in harmonizing colors. 


Partners Open Store 


Aurora, ILL.—Roland E. Boy and 
John A. Van Ham have recently opened 
a new store known as the Boy-Van Ham 
Shoe Store at 10 Fox Street, here. Mr. 
Van Ham was formerly associated with 
Wagner’s Shoe Store and Mr. Boy with 
the retail division of Florsheim Shove Co. 
A boys’ clothing and accessories shop in 
connection with the store, known as the 
Prep Shop, is managed by Mrs. Boy. 


Slipper Bar Installed 


St. Pavut, MINN.—The Emporium 
department store, St. Paul, introduced 
a new slipper bar in its shoe salon with 
an eye-catching advertisement carry- 
ing a drawing of a cunning dog to point 
up its theme of “fetching slippers.” 

In keeping with the store’s general 
policy of featuring famous names, slip- 
pers of nationally known manufactur- 
ers were stressed with cuts, descrip- 
tions, and prices. 
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been served if you have the shoes and 
a real sales staff if you cannot attract 
the public to your establishment? 

“T am frequently amazed at what ap- 
pears to me to be a lack of intensive 
merchandising and promotion by the 
shoe trade. In my opinion neither 
manufacturers nor retailers have taken 
full advantage of the promotional op- 
portunities afforded by footwear. Dol- 
lar for dollar no other type of apparel, 
and few other commodities, provide as 
much in terms of comfort, utility, ap- 
pearance, and satisfaction as do the 
products you distribute. In and out 
of the trade the tremendous value in- 
herent in footwear has always been 
taken for granted. It has been as- 
sumed too often that consumers, of 
necessity, know the full story and bene- 
fits of your merchandise.” 

Shoes at the Southwest show, which 
opened on May &th and continued 
through the 11th, leaned more to the 
conservative side in both color and 
style. Suede led the parade in 
women’s shoe buying, which was not 
quite so heavy as last year. Calf was 
next in demand. Black was the most 
popular color, with browns and greens 
ranking next. Bulk of the business 
was spotlighted on quality and medium 
price lines, around $10.95 and $12.95. 


Styles were more or less unchanged, 


Sees Opportunity for Pairage Gain 


[CONTINUED FROM PAGE 58] 


with sling pumps and platforms pre- 
dominating. There wasn’t so much buy- 
ing in fancy styles as was seen in past 
shows; neither were toeless shoes too 
popular. 


In men’s shows, L. H. (Bill) Billet 
of Edwin Clapp & Sons, said that 
styles for men tend toward the 


“rugged,” pointing out that the male 
of the species is definitely more style 
conscious than price conscious. The 
next consideration is comfort and utii- 
ity. 

Mr. Billet said that most of his buy- 
ers were placing smaller initial orders 
this year but were placing more orders. 
And this procedure of buying pleases 
him and his company. Business during 
this show was good, he stated, and re- 
ports indicated that inventories were 
low. 

Ted Hedges, who travels five south- 
ern states for W. B. Coon & Co., dis- 
agreed quite a bit with Mr. Billet on 
the matter of inventories. He said that 
stores in small and moderately sized 
towns were heavily stocked with mer- 
chandise. Mr. Hedges said that the 
cause of the abundant stocks was the 
heavy snows of the past Winter, which 
extended from St. Louis as far south 
as Houston. 


The outstanding event of the South- 
west Shoe Travelers during the shoe 






show was the breakfast at which J. G. 
Schnitzer spoke. The breakfast, first of 
its kind at the shoe shw, was well at- 
tended; it was held in the Crystal Ball- 
room of the Baker Hotel. 

In addition to Mr. Schnitzer at the 
speakers’ table, others included M. A. 
Daniels, secretary-treasurer of Texas- 
Southwest Shoe Retailers Association; 
W. D. Owens, president of Texas- 
Southwest Shoe Retailers Association; 
Harold Volk, member National Shoe 
Fair Committee; L. E. Langston, exec- 
utive vice-president National Shoe Re- 
tailers Association; Ray L. Miller, 
regional director, U. S. Department of 
Commerce; J. M. Alexander, president, 
Southwestern Shoe Travelers Associa- 
tion; R. T. McCrary, vice-president of 
Southwestern Shoe Travelers Associa- 
tion; H. P. Oyler, treasurer of South- 
western Shoe Travelers Association; 
Tom D. Collins, secretary-manager of 
Southwestern Shoe Travelers Associa- 
tion, and R. L. Shanks, chairman of 
Convention Committee of Southwestern 
Shoe Travelers Association. 

The shoe show included 300 exhibi- 
tors with all kinds of lines represented. 
Display rooms were located in the 
Adolphus, Baker and Southland Hotels. 
During the four days of the show, be- 
tween 1800 and 2000 buyers from the 
Southwest and Midwestern states at- 
tended. according to Tom D. Collins. 





Urges Care in 
Administering ECA 
[CONTINUED FROM PAGE 52] 


cliches, half truths or slogans as gospel 
truth” because it temporarily avoids the 
trouble of thinking out economic prob- 
lems. Some of these “palliatives” re- 
ferred to by Mr. Luedicke included the 
assurances that “nothing can go seri- 
ously wrong because it is the policy of 
the government to maintain ‘full em- 
ployment and production;’” that high 
production costs will limit any possible 
drop in prices and thus prevent any 
repetition of the 1920-1921 inventory 
crisis; and that the various “props” 
under the economy, such as the farm 
support program, ECA spending, etc., 
will prevent any serious drop in busi- 
ness. 

Theodore L. Sweet, chief, Combined 
Materials Branch, ECA, discussed con- 
cretely the matter of hide, skin, and 
leather purchases with ECA funds in 
the light of their tremendous impor- 
tance to the tanning and shoe industries 
and 148 million U. S. consumers. Recog- 
nizing that the activity of ECA was one 
of the prime factors in tanners’ current 
raw material problems, the speaker 
pointed out that the administrators of 
the aid program are “acutely aware” of 
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the basic economic problems of the tan- 
ning industry. Recognizing that the 
United States is a hide and skin deficit 
nation, “it was plain that very little 
exports of raw hides and skins could be 
programmed from the United States to 
Europe,” he said, and furthermore, ECA 
is and has been aware that allocations 
of funds to recipient nations for hides 
and skins require “the closest scrutiny 
and administration in order to avoid 
demand and price pressure on world 
markets.” ECA has sought to minimize 
the undesirable impact of hide and skin 
authorizations upon our domestic econ- 
omy by careful study of all requests for 
funds, by constant check on the use and 
results of all grants and, through a 
third step taken recently, by “securing 
more accurate data on hides and leather 
supplies and stocks in the various Mar- 
shall plan countries in order to be cer- 
tain that raw material requirements are 
not magnified or exaggerated by an 
effort to enhance private inventories.” 
From these safeguards and other re- 
strictions on the use of ECA funds, Mr. 
Sweet stated, it will be seen that “ECA 
funds available for purchase of hides 
and skins are strictly limited and con- 
trolled.” 

Mr. Sweet traced the broad objectives 
of Marshall Plan aid and the accom- 
plishments of the program in its first 


year. “A large measure of recovery” has 
been achieved in Europe, he said, and 
as a result of ECA expenditures and 
the coordination of self-aid, “‘the direc- 
tion of economic and political trends in 
Europe has been reversed.” 

Frederick R. Livingston, labor coun- 
sel, told the assembled tanners that the 
entire field of labor relations is enter- 
ing a crucial period. In the background, 
he pointed out, is the likelihood of sub- 
stantial amendment of the Taft-Hartley 
Act, notwithstanding the recent action 
of the House of Representatives. The 
speaker’s predictions of changes in the 
basic labor law of the country included 
the elimination of the union shop elec- 
tion requirement, removal of “some of 
the restrictions” on the closed shop, an 
end to the ban on union political con- 
tributions, and softening of the secon- 
dary boycott provisions of the present 
law. He also expressed the belief that 
the non-Communist affidavit require- 
ment would be extended to cover em- 
ployers as well as unions and stated that 
there was a real possibility that employ- 
ers would be required to file financial 
reports in order to have access to the 
Labor Relations Board. Employers, he 
told the meeting, whether they like it 
or not, are engaged in a constant propa- 
ganda battle with their union and to 

[TURN TO PAGE 78, PLEASE] 
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Style 6905 — Black Cherry 

Style 6905 — Two-Tone Tan 
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MM he “aff « « « Styled to “go with” blue jeans and slacks, Fortune's sensa- 


tional “Jet Boots” are catching on with the young crowd. They're 


i 


SHOES FOR MEN 


Fortune dealers’ sure bid for extra sales everywhere. RIGHT on the 
campus... on picnics... on outings .. . for outdoor wear on all 
occasions ... they're in stock for immediate delivery. And Fortune 
dealers cashing in on the sweeping new trend in footwear have the 
distinct advantage of promoting “Jet Boots’ at the popular price 
young men like to pay. There's another great advantage Fortune 
dealers have in all Fortune promotions—Fortune national advertising 
ond Fortune dealer aids for point of sale. For further information 
on Fortune's sensational “Jet Boots’ and the plan to boost sales 


and increase profits, write: 


RICHLAND-DAVIDSON SHOE COMPANY DIVISION GENERAL SHOE CORP. * NASHVILLE + TENN 








They just ean‘t take it! 


Genuine reptiles are usually bark- 
tanned and are quickly and perma- 


nently discelered by steam. 


\ De not altempt te steam-soften 
\ thermoplastic box tees in rep- 
tile uppers. Get your Beckwith 
agent’s recommendation in 


advance of cutting uppers. 


| Depending upon which prac- 


tlee your conditions best favor. 


\\ the ean elther supply you with 
dry heaters or arrange for your 
temporary use ef canned pre- 
pared solvent box toes which 
7, 
require no solvent wet- 


ting at pulling-ever. 











Hess Suburban Store Uses Novel Ideas 


below the steps. This is a feature at- 
traction for the young fry, for most of 
them prefer this unorthodox method of 
entering the department to the more 
conventional use of the steps. 

In the lower level department, the 
foundation of the seating is a long 
slatted bench which has béen painted 
white to give it a country atmosphere. 
Set, upon this bench are cushions and 
back rests, upholstered in. leather. 
These are removable, so that they can 
be changed quickly and easily whenever 
a change in color scheme is-desirable. 
The same idea is carried out*in the in- 
fants’ department, where little seats are 
set at half-height in order to facilitate 
fitting these small children. Here the 
advantages of the removable cushions 
are obvious, for they may be recovered 
in very little time if they become 
soiled. 


[CONTINUED FROM PAGE 49] 


On the upper level, an attractive 
divider separates the men’s. and 
women’s departments. A row of green 
plants, growing along the top of the 
divider, helps to conceal one depart- 
ment from the other, and provides a 
sense of privacy to customers who are 
keing fitted on either side. On the 
men’s side this divider has shelves 
which are used to display shoes and 
findings. Since it faces the row of fit- 
ting chairs, the custemer sitting di- 
rectly opposite often fealizes, as he is 
being fitted, that he needs polish, laces 
or other findings. The double-purpose 
divider, therefore, has proved to be a 
unique sales builder in addition to per- 
forming a decorative function. 

On the women’s side of the upper 
level, a large panel covered in wall- 
paper in a black and pink flowered de- 
sign is visible immediately upon enter- 


ing the store. A matching pink bench 
is set just below the panel, and both 
serve as a focal point for attention. 
This is an attraetive idea which is easy 
and inexpensive to install and which 
lends a decided atmosphere of luxury 
and good taste. 

Among the unusual features which 
are not visible to the eye of the cus- 
tomer, but which add to the -efficient 
operation of the store, are a shallow 
hand-operated elevator which brings 
stock down from the stockroom to the 
selling floor; a pneumatic tube system 
for prompt handling of sales slips at 
the cashier’s desk; automatic curtains 
on two of the outside show windows, 
operated by a pre-set time clock which 
closes them and turns off the lights at 
11 P. M. and opens them at 10 in the 
morning; an air-conditioning unit and 
an oil burner for the Winter months. 





The Half-Wellington 
[CONTINUED FROM PAGE 40] 


Burma flyers brought home. An acquain- 
tance of mine who was stationed at a 
military prison camp in France tells me 
that German officers wore some beauti- 
ful specimens of this same boot, much 
to the envy of American GI’s, before the 
advent of the high combat boot satisfied 
their yen for leathers. 

The stage has been set for some time 
for the successful entrance of a boot of 
this type. Cowboy boots have been en- 
joying a long and growing acceptance, 
both as a piece of fashion merchandise 
and for practical reasons too. The loafer 
has been standard warm weather Spring 
and Fal] shoe on campuses the country 
over, but the loafer can’t be worn once 
snow and cold weather settle in. There 
has never been a successful overshoe de- 
signed for wear with it. But there has 
been a real need for an easily slipped 
on-and-off high shoe with a loose fitting 
collar within which a slack cuff could be 
inserted or above which a jeans cuff 
could be rolled. In recent years there 
has been a decided trend in clothing, 
particularly among younger people, to 
rough ranch attire and farm clothes. 
Boys and girls, men and women the 
country over have become square dance 
crazy. College boys and girls and even 
staid older people have formed clubs to 
promote those great old American get- 
togethers called barn dances, and the 
Half-Wellington has already been 
adopted by many of these groups as 
their official dancing shoe. 

To which you might reply, “It looks 
like a good promotion!” Perhaps, but 
there is an economic reason behind the 
success of the Half-Wellington too. 
Manufacturers tell us that for years 
youngsters and college boys have worn 
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boots throughout the Fall and Winter 
season at Western and Northwestern 
campuses. They have been variously 
hunting boots, ski boots, logger boots. 
And all have sold well because it is 
necessary for these youngsters to keep 
their feet warm and dry and to stretch 
their shoe dollars over a four- or five- 
month Winter season. 

In recent years this severe weather 
has extended right through to the East- 
ern seaboard, and youngsters on hun- 
dreds of campuses. and older people in 
thousands of communities whose work 
requires long hours in the cold and snow 
have been added to the lists of possible 
customers for a practical cold weather 
shoe. 

Some doubts have been expressed 
about the fitting qualities of the Half- 
Wellington. Wearers insist that even in 
its original form, it was a natural, free 
and easy fitter. Improved cone lasts, 
softer upper materials and the use of 
slashes and goring no doubt have im- 
proved the fitting qualities of the 
original. 

Perhaps the Half-Wellington is the 
answer to the plea for such a “practical 
shoe.” At least it is well worth thinking 
about for a sound Winter 1949 promo- 
tion. Several manufacturers have such 
faith in its possibilities as to warrant 
large expenditures for national adver- 
tising expressly on it this Fall. Their 
efforts in what appears to bea very fer- 
tile field, when added to an existing and 
unsatisfied demand for this type of shoe, 
should spel] real volume for the Half- 
Wellington this Fall and Winter. Re- 
member too, the Half-Wellington is an 
extra-pair possibility that will not 
boomerang. Despite its stout rugged 
appearance, it has a reasonably short 
wear-use season and holds no possibility 
of ever becoming the dreaded “multi- 
purpose shoe.” 


Plan Before You 
Remodel 


[CONTINUED FROM PAGE 67] 


the stockroom. This arrangement also 
leaves no need for departmentalization, 
and so congested spots, often resulting 
when one particular item is more popu- 
lar than the others, are avoided. 

To increase the sale of bags, gloves 
and shoes in matching colors, small 
vitrine tables flank the groups of seats. 
Mainly they serve as glass display 
cases for accent of matching merchan- 
dise, but they are, in addition, an added 
comfort to the customer in their pro- 
vision of convenient table surfaces on 
which to rest handbags and ash-trays. 

In the study of overlapping and com- 
plex transactions that comprise the 
total retailing picture, it is the designer 
who can find the most efficient answers. 
Just as streamlined cars mean little if 
their motors do not work smoothly, so 
a high powered store facade is of little 
value if it lacks the minute details to 
provide a well-functioning structure. 


Wins Display Prize 

BINGHAMPTON, N. Y.—Walter’s Shoe 
Store was awarded second prize of $15 
for its window display in a contest 
sponsored by the Advertising Club of 
the Triple Cities, Inc. 

Walter Haas, proprietor, originated 
and installed the display which was 
built around a surf board to dramatize 
life-saving activities. 

Thirteen stores took part in the con- 
test, with most of the displays pre- 
pared by display men. Mr. Haas do- 
nated his award to the Red Cross. 
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17'S TIME 
TO SELL 


Sportocasins 
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BASS means business, all right . . . so get those 
popular, profitable BASS Sportocasins onto your 
counters and into your windows. Golfers will 
go for their 

@ FINE, SOFT LEATHER 

@ TRUE-MOCCASIN COMFORT 

@ SURE-FOOTED SUPPORT 

@ HANDSEWN GOOD Looks 


For extra profits, tell them about best-selling 
BASS Weejuns, Camp Moccasins, Ski Boots, 
Quail Hunters, and Foresters, too. 


Once again we are able 
to invite dealer inqutries. 
May we send you fur- 
ther information? 

OUTOOOR FOOTWEAR G.H. BASS & COMPANY 


Dept. BS6, Wilton, Maine 





NEW YORK SALES OFFICE * 658 MARBRIDGE BUILDING: 
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Open New Unit in Chain of 
Family Shoe Stores 


[CONTINUED FROM PAGE 63] 


at 511 S. W. 6th Street, which replaces a former location 
in Portland, city of the organization’s beginning. 

Completely departmentalized, the first floor of the new 
Portland store will house the men’s and women’s depart- 
ments plus hosiery and handbags; while the children’s 
department, college shop and a casual shoe bar will be 
located on the basement level. 


Interior of the Spellman store in Olympia, Wash., which 
was opened last January. 


Commenting on the family shoe store operation, Jack 
Spellman, women’s and children’s merchandiser, says, 
“Our experience has shown that families like to shop at 
one time in one store, but each member likes a different 
setting, a different sales approach. That’s why we serve the 
man, woman and child in their own departments, with 
personnel specially experienced in their respective fitting 
requirements.” 





At the opening of the Portiand store, left to right: Joseph 
Spellman; William Spellman; John A. Bush, Brown Shoe 
Co.; Jack Speliman; Franklin J. Cornwell, Brown Shoe Co. 


A seven-unit chain, with two stores in Tacoma, Wash., 
and one each in Vancouver, Bremerton, Bellingham and 
Olympia, Wash., in addition to Portland, the concern fea- 
tures the branded lines of men’s, women’s and children’s 
footwear of the Brown Shoe Co. of St. Louis. 

Jack Spellman is the women’s and children’s merchan- 
diser; Bill Spellman, men’s merchandising head and Jos 
Spellman, controller. All Navy veterans of the World 
War I, the Spellman Brothers migrated to the Pacific 
Northwest in 192] from their native Nebraska at the sug- 
gestion of their father, who saw possibilities in that section 
of the country. 


Boot and Shoe Recorder 








While the volume of their Portland store swelled con- 
siderably during the twenties with the unit in Vancouver 
opened in 1928 it was not until the mid-thirties that the 
links in the Spellman chain began to maltiply rapidly. 
In 1935 the Bremerton store was opened; in 1939 the one 
in Bellingham and two stores in Tacoma in 1940. A new 
store in Olympia was opened in January of this year. 


Manufacturing and Markets 


[| CONTINUED FROM PAGE 64] 


New York 


DesPITE a lot of talk to the contrary, most manufactur- 
ers believe that 1949 will continue to be a good year for 
the shoe industry. It was pointed out that the retrenchment 
and retirement of certain manufacturers was part of the 
postwar adjustment, and that possibly more of this could 
occur before the end of the year. One manufacturer said 
that when the war came along many firms expanded their 
operations and increased their pairage. Today, the extraor- 
dinary demand has decreased. and the pressure of a terrific 
overhead and high costs has made it tough to operate. But 
even at that, he said, these manufacturers were still making 
more pairs than they did before the war. What they need 
to do, he added, is to “gear down” their operations, but. 
at the same time, keep on making fine shoes. 

The majority of manufacturers reported that production 
was approximately normai—though a bit on the low side 
of normal. They were working on June and July orders. 
Cutting for Fall was expected to start in about two or three 
weeks. 

Prices, in some instances, were reported to have come 
down a few cents, from 25 to 50 cents. However, it was 
believed that there is no sincere price resistance now. 
because buyers realize that the price situation continues 
to be at an impasse in view of firm labor and material 
costs—a situation of some months’ duration. Perhaps some 
good may come out of this predicament, because manufac- 
turers will be forced to increase the efficiency of their 
operations, seek less expensive methods and will have to 
promote their shoes more vigorously. Of course, while 
doing this, the quality of their shoes must be kept up to 
their usual high standards of workmanship. Competition, 
growing constantly, will be another factor in assuring good 
quality for reasonable price. 

One manufacturer thought that the merchants are now 
short on stocks and sizes and, as a result, are experiencing 
quite a ‘ew “walkout:.” He believed that Fall business 
would clear this situation up, because merchants would 
put on sales of the shoes they had. and would have to buy 
more shoes to build up their inventories. Prewar buying 
practices are coming back, according to another manu- 
facturer. He said that merchants used to buy early Fall 
shoes in May, and their main Fall shoes in June—which is 
what they’re doing today. 

Women want a lot of ornamentation. and high style 
detail, nailheads, satin and reptile trims this Fall. Open 
toes have come back strong with ankle straps and plat- 
forms continuing to be popular. One manufacturer said. 
“I would put it at one-third pumps. and two-thirds ankle 
straps, sling pump and platforms. Just the reverse of last 
year. The pump is still in the picture, but the percentage 
point is greatly reduced.” Another said, “There’s a place 
in a woman’s wardrobe for closed toes and heels, but I 
still believe that platforms and sling pumps with open toes 
will be the main shoe.” 
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End Most Foot Pains with 


SCOTT 


Metatarsal Insoles 














Most shoe customers have imperfect feet—need foot appliances. 
Stock SCOTT appliances—easiest to sell—have superior features— 
make you largest profits. Easy to install. 8 styles—all sizes—narrow 
and wide—men's and ladies’. 

Style 40I—Supports both Longitudinal and Metatarsal Arches. Sponge rubber 
supports. Fine grade calfskin leather topping. Good split leather bottom. 
Per Dozen Pairs, $10.80. Per Gross Pairs, $123.10. 
Style 402—Like 401, except it has excellent quality topping leather—bottom 
fully coated with adhesive for permanent positioning. 
Per Dozen Pairs, $6.00. Per Gross Pairs, $68.40. 
Style 402A—Like 402, except it contains a Long Oval Metatarsal instead of 


the standard design. Per Dozen Pairs, $7.20. Per Gross Pairs, $82.10. 
Style 403—Like No. 402, except it has the Metatarsa! support only—no Longi- 
tudinal support. Per Dozen Pairs, $5.40. Per Gross Pairs, $61.55. 


Style 404—Like No. 40!, but has our special Cloverleaf Metatarsal support. 
Gives more support to the arch. 
Per Dozen Pairs, $12.00. Per Gross Pairs, $136.80. 
Style 405—Here's our leader—you'll sell more of these than any 
other. Like 40!—supports both the Longitudinal and Metatarsal 
Arches—but is covered with a very resilient sponge rubber. Fine 
grade calfskin leather topping. 
Per Dozen Pairs, $12.00. Per Gross Pairs, $136.80. 


Style 406—Like 40!, but has Right and Left Metatarsal support. 
Per zen Pairs, $12.00. Per Gross Pairs, $136.80. 


Style 407—Like 40!, but has a Long Oval Metatarsal pad. , 
Per Dozen Pairs, $12.00. Per Gross Pairs, $134.80. 


Your store name printed on orders of 3 dozen or more of Nos. 40!, 404, 405, 
406 and 407. 25¢ per line on first order only. Add 75¢ for printing on other 
styles. Specify wording. 


Packed by pair in individual painted carton—Nos. 402 and 403 in plain 
carton. 


State sizes—3 to 10, Ladies: 6 to 12, Men's—wide or narrow. 


Order direct from ad. 
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Cut Down Merchandise Returns 


WHEN returned merchandise runs to seven per cent of 
your sales, that’s a big slice of your profits. And seven per 
cent—7.1 per cent to be exact—is the percentage of returns 
averaged over the nation, according to Department of Com- 
merce figures. 


Dallas Merchants Work Out Plan 


The fact that returned merchandise is running higher 
now than in previous years lends interest to a scheme 
worked out by Dallas merchants that has reversed the trend 
to returns in that city, thus increasing the net sales figures 
and upping the year-end net of Dallas merchants by a con- 
siderable percentage. 

Briefly, the plan consists of three phases, according to 
R. C. Dolbin, executive secretary of the Dallas Retail Mer- 
chants Association. These are customer education, employee 
training, and cooperation between participating firms. 

“We started this promotion in 1936,” Mr. Dolbin says, 
“and discontinued it during the war. At the close of the 
war, we took it up again without delay because we foresaw 
an increasing trend toward merchandise returns, as selling 
became more and more of a chore when conditions turned 
competitive. 

Two Promotions A Year 


“Now, we run two promotions a year. Each continues for 
about five weeks, and during those five weeks, every selling 
tool is employed to put across the advisability of fewer re- 
turns. We use newspaper space, radio time, and direct mail 
advertising. The association has about 350,000 booklets 
or folders printed, and gives these to the stores to be sent 





out as statement stuffers, package stuffers or in other ways. 

The first phase—customer education—was accomplished 
by means of heavy and continuing advertising, run over the 
signature of the association and supplemented by insertions 
over the signatures of the Dallas firms. These were com- 
bined with radio and direct mail ads. 

Employee training is an important factor in reducing 
returns. “The committee in charge of this promotion has 
devised a chart, three by four feet,” Mr. Dolbin says, “that 
contains about 20 pages. Each page is devoted to a single 
fact about the returned goods problem, and how it affects 
both the store and the employee. The Dallas stores pur- 
chased these charts for use in employee-teaching sessions. 
Usually, the charts were employed to dramatize and punch 
across points made by a trainer, who either gave his lesson 
in a single sitting or devoted one meeting to a few pages 
and a few facts, taking up the next data at another session. 


Charts Used in All Stores 


“One reason the charts proved so effective is that all 
stores used them. All employees learned the identical facts, 
and so the handling of customers at each place was as 
nearly identical as possible to the salespeople’s handling 
at the next store. 

“Cooperation—in the advertising, the sales training, and 
the handling of the customers by all the Dallas stores, was 
a big factor in the success of this don’t-return-what-you-buy 
promotion. No single firm céuld have put it over nearly as 
well as all did the job together, because you can’t half-edu- 
cate your customers in a thing like this. You’ve got to teach 
all of the customers in a city while you’re at it.” 








Modernization Adapted 
To Trading Area 
[CONTINUED FROM PAGE 48] 


two department store chain outlets have 
shoe departments. 

The city is at the hub of an excellent 
paved road system with the larger cities 
of Springfield, Peoria, Decatur and 
Bloomington all located within a 30- 
mile radius. j 

The problem in Mr. Schoen’s mod- 
ernization was then: to have an attrac- 
tive store to compete with the nearby 
city trade and at the same time have a 
store that would be attractive to the 
farm trade. Although the present-day 
farmer is a successful businessman in 
his own right, he still does considerable 
shopping in rough or work clothes. The 
store must not be too fancy to keep 
him out. 

Studying these problems led Mr. 
Schoen to the development of a store 
that puts him in favorable competitive 
position, yet holds his established trade. 

Mr. Schoen’s store is housed in a 
small one-floored building, 80 x 100 
feet in size. Sixty-four feet of the 
space is devoted to sales and the re- 
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mainder to stockroom and office. The 
heating system, which is in conjunc- 
tion with an air-conditioning unit, also 
occupies some of this space. 

First major change in the remodeling 
program was to drop the ceiling two 
feet below its original height and to 
cover it with acoustical tile. 

A major decision in the remodeling 
was made as to the partition between 
the men’s and women’s sections. A 
lower partition was finally chosen be- 
cause of the fact that families often 
shop together. Blond plywood topped 
with louvred glass was used. 

Carpet was used in the women’s sec- 
tion, with rubber tile in the men’s sec- 
tion and the store entrance. Different 
colors were used for éach section. 

Blond furniture with white leather 
covering was used for the women’s 
section. For the men, the chairs are 
mahogany trimmed in red leather. 

At the far end of the store a curved 
settee is used for children’s shoe fit- 
ting. This settee is lower than the 
chairs for adults. 

A handbag and a hosiery bar flank 
the inside store entrance. The shoe 
windows are also sectioned for men’s 
and women’s shoe displays. 


Chicago Merchant Closes 
Store and Retires 


Cuicago—Albert F. Martin, one of 
Chicago’s veteran shoe retailers, has 
retired from the shoe business and 
closed his store, Martin & Martin, lo- 
cated for the last 12 years at 38 S. 
Michigan Avenue. Mr. Martin reports 
that he is retiring from the shoe busi- 
ness permanently and with Mrs. Mar- 
tin will spend some time in motor 
travel, going first to California. 

The firm of Martin & Martin was 
first organized in 1898 in Cleveland, by 
Mr. Martin and his brother, the late 
Arthur C. Martin. After five years, the 
store there was closed and a store open- 
ed in New York and also in Chicago in 
a small room in the old Stratford Hotel 
building on Jackson Boulevard. In 
1910 the store moved to the McCormick 
Building where it remained for 20 
years. After a short period at 30 N. 
Michigan Avenue, the move to the last 
location was made. 

Closing of the store completed a 
continuous period of 43 years on Mich- 
igan Avenue. The store always catered 
to a distinctive clientele with special- 
ized fitting the outstanding feature. 
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Be Your Own Public 


Relations Man! 


(Additional suggestions for getting the most cooperation 


from your local newspapers. ) 


Leaving for State or National Conventions 


Next time you or any of your executive buyers leave to 
attend a state, regional or national convention, pick up the 
telephone and call the local newspaper offices. They'll want 
to mention the trip in a short paragraph in the business or 
personals column. 


Building, Moving or Remodeling 


When you construct a new building, remodel your present 
quarters or move to a new location, it’s news. Be sure the 
local papers have all the facts about the new building—cost, 
innovations, lighting, etc. Arrange to have some pictures 
taken of the new structure, both inside and out. Send the 
photos to the papers. They'll probably want to use one or 
two with the story. 


Unusual Innovations in Your Shop 


Has something new or unusual been added to your estab- 
lishment? Have you developed a new department for 
youngsters, or maybe you have a special nook reserved for 
sports footwear? Or do you make a point to cater to un- 
usual sizes? These are all newsworthy features, and they 
are worth a news-feature article in the local newspapers. 
See that they get the facts. 


Trade Journal Articles 


Has your store been mentioned or written up lately in 
one of the regional or national trade magazines? If it has, 
be sure the editors of the local newspapers receive a copy 
of the article. The papers will probably want to reprint 
part of the article. 


Speeches Made at Meetings and Conventions 


Are you slated to deliver a talk at a state, regional or 
national meeting of retailers? Make an advance copy of 
your address and leave it with a release date at the news- 
papers in your town. This will assure you complete, ac- 
curate coverage of your talk in your home town even though 
you make the speech hundreds of miles away. 


Election to Office in Trade Association 


Say, for example, that you’ve been named an officer in a 
state, regional or national retail shoe organization. Be sure 
the local papers know about it. This also applies to election 
to office in social or civic groups. And, remember, it’s 
always wise to have a current photograph of yourself handy 
in case the papers want to use the picture with the news 
items. 

Special Window Displays 

Never pass up a chance to turn over at least a portion of 
your display space to the Community Chest, Red Cross. 
March of Dimes or Boy Scout charity campaigns. It’s good 
public relations, and if the display is eye-compelling, it will 
attract attention to your store. 

Comments on Trade Trends 


Never hesitate to make a statement concerning the retail 
shoe business to newspaper reporters. By always being 
available for comment about trade trends in the shoe field. 
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MEN'S ALL LEATHER 


HARD SOLE 





FOR IMMEDIATE DELIVERY 


No. 312 Brown Kid 

No. 313 Blue Kid 

No. 314 Wine Kid 
Leather Lined, Hard 
Flexible Leather Soles 
Sizes: 6-12 <<05 eee 
Also available: No. 305 
Boys'--Sizes: 2-6 ..$2.55 


Write for our 
new catalog. 





















OTHER TYPES 
AND STYLES 
AVAILABLE 


SAMPLES AND 
MATS SHIPPED 
ON REQUEST 


No. 308 Blue and Wine 
Kid Combination 

No. 309 Brown and 
Brown Kid Combination 
Calfsted Lined, Hard 
Flexible Leather Soles 
Sizes: 6-12 $2.65 
Also available: No. 310 
Plain Brown Kid . $2.65 


No. 415 Brown Kid Ever- 
ett Calfsted Lined, Hard 
Flexible Leather Soles 
Sisee: 6-12 ....24... $2.65 
Your customers will be confirmed comfort 


lovers when they slip into a pair of these 

smartly styled all-leather slippers. Gerda 

offers these up-to-the-minute values and 
many others, moderately priced to fit his budget and increase 
your sales. Packed in attractive GERDA boxes. 


GERD FOOTWEAR 


COMPANY, INC. 


GERDAGRAM FOR EXPORT 
158 DUANE STREET, NEW YORK 13, N. Y. 
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b}, Hand Laced 
Moccasins 


In Stock 
Service SEVEN 
Smart Colors 


$315 en's 
WOMEN'S “ait brmn 


(3%-9) 


LJODDY 


Gay! Exciting! 





JUNIOR'S 
(11-3) $3.00 
621 Brown 





612 FOREST GREEN 

613 LIPSTICK RED 

614 CANARY YELLOW 

615 BURGUNDY 

616 WHITE—WHITE LACES 
WHITE SOLES 





$17 SMOKE 


PRICES ARE NET 30 DAYS F.0.B. PORTLAND 
Order stock, samples or Price List of our 
Complete Line 
SATISFACTION GUARANTEED 


The hand-lcced vamp ond heel features are 
patented. (U.S. Pat. D-148202, Lovis Underberger) 








163 MIDDLE ST. 





SPIEGEL-STANLEY COMPANY 


PORTLAND, MAINE 








Urges Care in 
Administering ECA 
[CONTINUED FROM PAGE 70] 


date, in his opinion, “the union has 
stolen the march on the industry, not 
only in propaganda but in tactics.” He 
emphasized the importance of a proper 
grievance procedure in labor relations 
and in neutralizing union propaganda. 
Irving R. Glass, executive vice-presi- 
dent of the Tanners’ Council, in opening 
the second day’s session of the Council’s 
Spring meeting, stressed the problems 
facing all manufacturers and producers 
in the light of retailers’ insistence upon 
price merchandise without regard to 
current costs of production. Retailers 
tend to lump all products into the same 
category although the statistical facts 
in some cases offer no justification. 
For example, he pointed out, “In some 
industries and products the general ap- 
prehensions and frame of mind of con- 
sumers, of retailers and even of manu- 
facturers are far from warranted. It 
is not generally appreciated that in the 
tanning industry the underlying statis- 
tical position represents a far cry from 
the prevailing assumption about most 
goods which is usually based on the 
idea of full pipelines and heavy inven- 
tories. In the tanning industry there 
has been neither the opportunity nor 
the inclination since the end of the war 
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for inventories of raw, processed or fin- 
ished goods to attain anything resem- 
bling prewar standards and levels. Since 
the beginning of this year there has 
been a decline in tanners’ stocks of raw 
material as well as finished leathers. 

“These facts certainly warrant much 
greater concern with the need for get- 
ting down to cases in merchandising 
shoes and leather goods, for utilizing the 
appeal of leather in merchandising 
sound value, than for any concern with 
far-fetched and unlikely market de- 
velopments. It is the tanners, actually, 
who have to worry about limited raw 
stock supplies because they know that 
greater supplies and lower costs are a 
benefit and a blessing.” 





Some Kings Have a Hard 
Time Getting Fitted 


Brockton, Mass.—P. Pissinger, man- 
ager of the Walk-Over store in Brussels, 
Belgium, has reported to George E. 
Keith Company headquarters here that 
a recent customer was King Wmami of 
Ruanda in the Belgian Congo, who 
bough? several pairs for himself and his 
retinue. Though the king, who is seven 
feet and three inches tall, really 
should have been fitted to a 15 AA, he 
seemed, said the report, fo be satisfied 
with a 14 A. Anyway, that's what he 
took. 





Representatives in principal cities. 


ROGER KENT COMPANY | 


211 N. Seventh St. . Louis 1, 








THE “INVISIBLE” SHOE FORM! 
FITS ANY SHOE! 


One form for all sizes and styles... casuals, high heels, slings, ankle 
straps, etc. Looks like human foot yet does not hide trade mark on insole! 


EASY TO INSERT °* 


$1 5.00 per dozen pair. 


(Orders for six pair or less will be sent C. O. D.) 


FITS EITHER SHOE! 


GUARANTEED UNBREAKABLE 


See your local jobber or order direct. 


Write for catalog, “MODERN DESIGN ON DISPLAY.” Illustrates individual 
plastic display fixtures. No obligation, of course. 


Trade Mark registered.* 


 Plestics 


Mo. 





Large New Store to Be 
Opened by Florsheim 


CuHiIcAGco—Construction work on the 
Florsheim Shoe Company’s newest and 
most modern store for men has been 
started on the Dearborn and Madison 
corner of the State-Madison Building, 
Chicago, with completion scheduled for 
June 1, it is announced by L. J. Sheri- 
dan & Co., leasing and management 
agent for the building. 

A number of modern architectural 
treatments will be used in the new 
store. Exteriors of grey Granux, alu- 
minite metal and plate glass, will be 
of the visual type, with large expanses 
of glass extending from floor to ceil- 
ing. Bold porcelain enamel and neon 
letters will be used for identification. 

Interior walls will be of oak and 
salmon colored brick. A louverall ceil- 
ing will conceal lighting fixtures and 
air conditioning outlets. The floor will 
be terrazo and carpet. Chairs wiil be 
upholstered in leather. 


In place of the customary show 
windows, there will be movable display 
cases. There will be no shelving in 
the sales area. The new shoe store, 
one of the largest exclusively for men, 
will front 23 feet on Madison Street 
and 60 feet on Dearborn Street. The 
Florsheim company has leased the 
space for 15 years. 


Boot and Shoe Recorder 








hoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Retailers Buying for Early Delivery 





Attendance Good at Regional Travelers’ Shows During May and Shoe 
Men Report That Price Resistance Is Lessening 


Disinclination to place orders very 
far in advance of actual needs charac- 
terized the buying at shoe shows held in 
May by associations of traveling men 
in various parts of the country. This 
was due, not to price resistance, since 
most buyers and salesmen reported a 
conviction that Fall prices will not be 
noticeably lower than those already an- 
nounced, but to the fact that inven- 
tories have not yet reached a level at 
which retailers feel justified in going 
into the market in a big way. 

Consequently, orders placed, surpris- 
ingly large in some cases, stipulated de- 
livery during the late Summer, mid- 
August being about the latest, and 
these being for shoes to be sold in 
back-to-school and back-to-college pro- 
motions, 

Styles displayed at these regional 
showings, particularly those for women, 
were substantially unchanged from 
those being sold currently at retail. 

Attendance at all the shows was 
good. 


Summer Shoes Bought 
At Grand Rapids Show 


GRAND RapIps, MIcH.—The Michigan 
Shoe Travelers Club held a shoe show 
in the Pantlind and Morton Hotels 
here on May 11, 12, with 85 exhibitors, 
a record number, and buyers attend- 
ance of several hundred. 

Some exhibitors reported excellent 
buying. On the whole, officials said, 
buying at this market and the earlier 
ene held in the Spring, were about the 
same. There was some resistance to 
prices, but most buyers were willing to 
purchase if quality was assured. 

Immediate delivery was asked on 
purchases of Summer footwear and 
buying for future delivery was cau- 
tious. 

Best sellers in men’s footwear were 
the heavy types for Fall with dark 
browns taking the lead. Wellington 
boots and chukka boots were good. 
Style-conscious buyers showed interest 
in suedes in blue and brown. 

Women’s shoes were gay in color 
with polka dots and plain and colored 
linens nosing out the white stand-bys. 
For Fall, suedes led with calf follow- 
ing. Patterns shown were open with 


June |, 1949 


sandals+ in the lead and platforms 
strong. «Wedge types are expected to be 
good in the Fall with black in front, 
followed by brown and green in that 
order. 

Carl Verburg, chairman of the show, 
reported that the Winter Grand Rapids 
show will be held November 30, Decem- 
ber 1st and 2nd, at the Pantlind Hotel. 


Price Resistance Waning, 
Salesmen Report 


Des MoINEs, IowA—Although they 
reported experiencing “some hesitancy” 
on the part of retailers to place large 
orders, manufacturers attending the 
fifty-second shoe show here May 8, 9 
and 10, said there was only “very 
slight” demand for price reductions 
and generally expressed satisfaction 
with their three-day business. 

The annual May show put on by the 
Iowa Shoe Travelers Association at 
Hotel Fort Des Moines drew 130 rep- 
resentatives showing 149 lines. Al- 
though no official registration of re- 
tailers was kept, Warren Crandall, Des 
Moines association president, and other 
officers, placed the retailers’ associa- 
tion attendance at 700. 

Some retailers attending the show, 
particularly those from the smaller 
towns and semi-farming communities, 
said they were receiving frequent in- 
quiries from customers as to “when 
are shoe prices coming down?” They 
insisted, however, the price resistance 
was not emphatic. Mr. Crandall said 
prices on Fall styles will remain “about 
the same.” Extremely high priced 
shoes may drop a little, he said, and 
“very cheap shoes may be even cheaper, 
but costs of shoes for the average cus- 
tomer will be virtually unchanged.” 
Other travelers reported price cuts of 
10 cents to 45 cents a pair at the whole- 
sale level and added “naturally that 
means virtually nothing to the cus- 
tomer.” 

Loafer and saddle shoes will remain 
the best sellers in Fall sport styles for 
men and women, representative travel- 
ers said. Men’s styles, usually less 
variable than women’s, were featured 
by the showing of the “half-boot” or 
“flight boot.” Brown remained the out- 
standing color. 

~«~ [TURN TO PAGE 93, PLEASB] 





Shoes Associated Considers 
Group Buying Plan 

New YorK—Harold Volk, president 
of Volk Bros. Co., Dallas, Texas, was 
elected president of Shoes Associated at 
their annual meeting at Shawnee-on- 
Delaware, May 5 to 7. Mr. Volk suc- 
ceeds Herbert Sommer, president of 
Sommer & Kaufmann, San Francisco. 





HAROLD VOLK 


Other officers elected were: Edward 
C. Orr, Potter Shoe Company, Cin- 
cinnati, first vice-president; Albert 
Wachenheim, Jr., Imperial Shoe Store, 
New Orleans, second vice-president; 
J. H. Robinson, Robinson’s, Kansas 
City, Mo., secretary; A. F. Kuhleman, 
Krupp & Tuffly, Inc., Houston, trea- 
surer. 

In making plans for Fall, declining 
consumer purchasing power was taken 
into consideration, though emphasis 
was on the tremendous increase in pur- 
chasing power over prewar years. 

Latest figures on disposable income 
show that consumers had in March a 
purchasing power at an annual rate of 
about 196.5 billion dollars compared to 
the pre-war average (1935-39) of 66.2 
billion dollars, and a previous prewar 
peak of 82.5 billion dollars in 1929. On 
the basis of the latest figures, con- 
sumers still have almost three times 
their prewar purchasing power and 
over 2% times their 1929 (82.5 billion 
dollars) purchasing levels. 

With consumer savings running at 
an annual rate of between 18 and 20 
billion dollars a year at the end of 
1948 and the beginning of 1949, or 
about 10 per cent of their purchasing 
power, it was stressed that there is 

3. [TURN TO PAGE 106, PLEASE] 


79 








Record Attendance at Midwest Shoe Fair 





manta 


Group of golfers who participated in the tournament which was a feature of 
the Midwest Shoe Fair. Top row, left to right: Art Beeson, Ray Brooks, Chris 
Miller, Connie O'Brien. Middle row: John Ludwig, Clyde Logan, Burt Jackson, H. 
L. Albright, Dick Barnes, Charles Reinke, M. C. Swan. Kneeling: John Wentzel and 


Dick Edwards. 


CINCINNATI.—While attendance was 
the best of any Ohio show held since 
the close of the war, retailers and buy- 
ers who shopped the Midwest Shoe Fair, 
held here during the third week of May, 
were reluctant to place large orders for 
Fall selling. 

There were exceptions to this in the 
case of merchants handling branded 
lines who confirmed previously placed 
commitments for staples and semi- 
staples for sale during the early part 
of the Fall season; and a substantial 
business was booked by some exhibitors 
on Summer styles on which quick deliv- 
ery could be guaranteed. There was fur- 
thermore, some business done on chil- 
dren’s shoes designed for back to school 
promotions in August. 

By and large, however, this was not 
a buying show, nor had it been expected 
that it would be. Exhibitors represent- 
ing about 175 lines were not disap- 
pointed, nor were the retailers who at- 
tended, since it gave both an opportu- 
nity to get together and discuss prob- 
lems of mutual interest~—inventory con- 
trol, prices, style trends and general eco- 
nomic conditions having a bearing on 
the public’s willingness to buy footwear. 

The show, sponsored by the Ohio 
Shoe Travelers Club, and marking the 
revival of the series of Midwest Shoe 
Fairs which had been discontinued dur- 
ing the war, was more than successful 
in providing a meeting ground for re- 
tailers, manufacturers and several rep- 
resentatives of the allied industries. At- 
tendance was good on Sunday, May 15, 
many loca] and nearby merchants tak- 
ing advantage of the early opening; 
and it picked up again on Tuesday, May 
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17, when the out of town attendance hit 
a peak. 

Merchants generally expressed op- 
timism as to the immediate future and 
pointed to increasing sales of Summer 
footwear with the advent of warm 
weather and the beginning of the vaca- 
tion season buying. 

The roof garden of the Hotel Gibson 
was selected for one of the most enjoy- 
able business-social events—a banquet 
and style show, followed by a floor show 
and dancing on the evening of May 17— 
attended by approximately 500 shoe men 
and their guests. The style show was 
divided into two parts with entertain- 
ment between, and correctly garbed 
models showed forty outstanding foot- 
wear styles for Fall. 

The second annual golf tournament 
of the Ohio Shoe Travelers Club took 
place Wednesday afternoon May 18, at 
the Clovernook Country Club. Winner 





Winner H. L. Albright poses with Boot 
and Shoe Recorder trophy. 








Dates to Remember 


Fall Shoe Show, Indiana Shoe Travelers 
Association, Hotel Severin, Indianap- 
olis, Ind. June 5, 6, 7, 

Shoe Show, Boston Shoe Travelers Asso- 
ciation, Parker House, Boston. 

June 6, Se 8, Jp 10, 

Fall Shoe Show, Shoe Travelers of the 
Carolinas, Selwyn Hotel, Charlotte, 
N. C. June 12, 13, 

Baltimore Shoe Club Show, Lord Balti- 
more Hotel, Baltimore, Md. 

July 24, 25, 26, 27, 

Shoe Show, Tri-State Shoe Travelers’ As- 
sociation, Hotel Statler, Buffalo, N. Y. 

July 24, 25. 

Spring Showing, Allied Shoe Products 
and Style Exhibit, Hotel Belmont 
Plaza, New York. Sept. 6, 7, 8, 

Opening of American Leathers for 
Spring, Tanners’ Council of America, 
Waldorf-Astoria Hotel, New York. 

Sept. 7, 8, 

National Shoe Fair, Chicago, Ill. 

October 31, November |, 2, 3, 

Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

Nov. 5, 6, 7, 8 9, 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7, 8, 9, 

Michigen Annual Shoe Show, Michigan 
Shoe Retailers Association and Michi- 
gan Shoe Travelers Club. Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 
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of the BooT AND SHOE RECORDER trophy 
was H. L. Albright of the Storybook 
Division, General Shoe Corporation, 
with the low net of the wholesale divi- 
sion. Three players tied for low net in 
the retail division: Charles Reinke of 
Craig’s, Washington Court House, 0O.; 
Harry Rouda, Rouda’s Shoe Store, 
Madisonville, O.; and William Stacks, 
Model Shoe Store, Cincinnati. Mr. 
Stacks took the cup at the flip of a 
coin. Low gross cup winners were Wil- 
liam Leifhert, Leifhert’s Boot Shop, 
Hamilton, O., for the retail division; 
and Phil Stern, Longini Shoe Manufac- 
turing Co., for the wholesale division. 

Arrangements were supervised by 
Harold M. Reed, W. L. Kreider’s Sons 
Manufacturing Company, and David L. 
Lierly, Life Stride Division, Brown Shoe 
Company, who were co-chairmen. Pub- 
licity was handled by Dick Barnes, of 
Sandler of Boston. M. C. Swan of the 
Daytimer Shoe Company, was State 
Show Chairman. The program was 
handled by Sam Grossman; and all de- 
tails such as reservations, etc., were in 
charge of Ruth E. Hawkins, executive 
secretary of the club which has its per- 
manent headquarters at 12 North Third 
Street, Columbus, 0. 


Bids Asked on Black Shoes 
For Army Air Force 

New York.—The United States Air 
Force, switching from brown to black 
shoes, is in the market for 404,000 pairs 
of oxfords, and bids for that quantity 
have been asked by the New York Quar- 
termaster Purchasing Office here. 
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Leather Buyers 
Bargain Hunting 


CHIcAGO—Due to the lateness of the 
Easter season, tanners had hoped that 
substantial buying of leathers for Fall 
shoes would follow very soon there- 
after. On the contrary, leather sales 
to the footwear trade are slow. Price 
is more a factor than ever, and buyers 
are becoming extremely selective. Shoe 
manufacturers are seeking leather at 
lower prices. Many of them have re- 
ceived requests for decreases at manu- 
facturers’ levels. This has caused them 
to look for leathers that will enable 
them to offer reductions to their clients. 

Everywhere the search is on for the 
best values possible for the least 
money. The price pressure starts with 
the consumer and reaches all the way 
back to the packer; no one in the in- 
dustry is likely to escape the web that 
is being spun to bring both hide and 
leather prices down. The theory behind 
this reasoning is that if the tanners 
don’t sell leather, they aren’t going to 
need hides, and that a serious decrease 
in the demand for rawstock would un- 
doubtedly lower the prices of hides. 
Apparently it is proving true, for quo- 
tations have been slightly softer on 
hides, while the leather market in gen- 
eral is a trading one. 

Although shoe men declare calfskin 
will be a popular item in the Fall, 
nevertheless there has been no great 
step-up in demand for calf leather. 
Buyers are confining their commit- 
ments to actual requirements in most 
instances. There is a lack of confidence 
in this market currently, and the con- 
servative buying policies of shoe manu- 
facturers are likely to continue until 
prices come down. This side of the 
market has made it difficult for calf 
leather to compete with other materials, 
and has had an effect on production. 
With price lists running from about 
§2¢ to $1.05 on women’s weight calf 
leather, and the quotations on men’s 
weight calf even a few cents higher, 
tanners can’t be too optimistic about 
the future. 

There is some flexibility in price 
lists of sole leather. Small sales man- 
age to keep this market alive. It is no 
secret that cutters are ordering on a 
replacement basis. Also, buyers are 
critical and some times severe regard- 
ing selections, weights and _ colors. 
Often they insist that tanners meet 
rigid requirements before giving sales 
their approval. Despite all this, quota- 
tions for sole leather have changed very 
little. However, the tone of the market 
indicates the buyer has the edge. 


Interest is not as strong in the sole 
leather offal market as it was several 
weeks ago. Here again, buyers are 
making commitments only in propor- 
tion to new business received. Tanners 
have adjusted their prices slightly to 
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APPLIANCE PRODUCTS 


Trimfoot Company 
Trimfoot Terrace 


Farmington, Missouri 


Write ...or ask the Trimfoot Man! You'll know 
him by the dollar bill in his breast pocket. 


comply with any sizeable orders that 
depended on price shaving. 

The shoe price trend is the chief 
gauge of side leather tanners at the 
moment, even more so than the fluctu- 
ating rawstock market. Tanners are 
taking into account the constant de- 
mand for lower priced footwear. With 
shoe manufacturers confronted with 
the necessity of revising their list 
prices downward, so are tanners faced 
with the same situation in regard to 
leather. There is plenty of shopping 
on the part of buyers befcre they place 
orders for upper leather of any kind. 


QUICK PROFIT QUIZ 


PES mt 














It’s TRIMFOOT 
Profitable Foot Relief Service 

. . . extra income for you during 
dull periods . . . increased 

call trade! Seven out of ten 
women are prospective 
customers for 

Trimfoot Foot Relief. . . 

will buy when you remind them! 


DIVISION 





They are careful about what they buy. 
They are no longer accepting inferior 
grades simply because they are priced 
down. What they are looking for is 
good leather cheap. 

In suede leathers, navy blue is still 
getting a play. So is black in kid, and 
business has been written for brown 
suede. There is more demand for kid 
suede in the medium and lower grades 
than in the higher priced brackets. 
There has been some improvement in 
sales of black glazed kid leather, but 
this item still isn’t measuring up to 
advance predictions. 








You've known the MMaa(a Mada TalMlib@s for over 45 years... 





with many new improvements 





Whistles, Comics, Tops, Marbles 
. everything you need for low- 
priced give-aways. 


HEADQUARTERS Since 


901 for Good-w 


Novelties, Souvenirs 


Premiums and Give-Awavys 


Did you know that you 
have no time to lose get- 
ting in your Window Trim 
on our bigger than ever 
nationally advertised 


D° Scholls 




















cele) mee) (lie) am 44.4 





June 18 to 25 


*Foot Comfort Reg. U.S. Pat. Off. 








Slipper Bar Installed 
In Chicago Store 


CHIcaGo.—A new Slipper Bar, selling 
a range of styles in leisure footwear, 
has recently been installed on the sec- 
ond floor at Carson Pirie Scott & Com- 
pany. The new section is adjacent to 
the house coat, negligee, and hostess 
gown sections. All intimate and loung- 
ing apparel is being consolidated in one 
large selling area. There is another and 
larger slipper section in the regular 
third floor shoe department. 
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Creating Toys 
Birthday Gift Specialties 


i 
T 
| Ma” here are the details: 
| No. 100 Actual size, 12" 


pen holder and pencil as_ illustrated. 
colors. Available with your advertisement imprinted. 


Call or write for new 1949 catalogue. 


John E. Lucey Killed 


In Accident 

BRIDGEWATER, Mass.—John E. Lucey, 
treasurer of the John E. Lucey Co., 
Inc., here, and one of the best known 





JOHN E. LUCEY 


manufacturers of men’s shoes in the 
country, died on May 18 as the result of 
an accident while on a boating trip to 
Martha’s Vineyard, Mass. He was 56 
years of age. This year marked his 
twenty-ninth as an active member of the 
fraternity of manufacturers. 

It was in 1920 that Mr. Lucey joined 
the Joseph F. Corcoran Shoe Company 
of Stoughton, Mass. Later, in partner- 
ship with Robert M. Goldstein, he 
bought control of the Leonard, Shaw & 
Dean Shoe Company in Middleboro, 
Mass., at which time the John E. Lucey 
Shoe Company was organized. In 1936, 
the business of the Leonard & Barrows 
Shoe Co. was acquired. Five years 
later, the company was divided and Mr. 
Lucey set up his own firm with the same 
name in this town and became one of 
the first manufacturers to institute a 


long, contains 6°" ruler, 


THE Lederer INDUSTRIES, Inc. 


39 West I9th St., N. Y. II 
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WASHINGTON 
Hotel 


at... 
Bretton Woods, N. H. 
Opens July Ist, 1949 


For those who enjoy the 
finer things . . . a superbly 
appointed resort hotel set 
in the heart of New Hamp- 
shire’s majestic White 
Mountains. Conventions 
welcomed in June and 
September. 


J. J. Hennessy, Managing Director 
In NEW YORK: 18 WEST 55th ST. 
Plaza 7-2790 


In BOSTON: 31 MILK STREET 
Li 2-846] 








profit-sharing plan for company em- 
ployees. 

He was a member of the Boston Boot 
& Shoe Club, the New England Shoe 
and Leather Association and was also 
a trustee of Brockton City Hospital and 
a member of the board of the Brockton 
National Bank. 

Funeral services, attended by a large 
delegation from the industry, were held 
May 21 at the Church of Our Lady of 
Lourdes in Brockton. 

Surviving Mr. Lucey are his mother, 
his widow, two brothers and three 
sisters. ” 
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distinctively modern... 


There is no finer example of the designer’s 

art and the craftsman’s skill than this Thonet 
Bentply furniture, selected for the new 
Coward Shoe Store. Crisp, compact and 
smartly styled, it is also richly finished and 
truly functional. With over 100 years’ 
experience, Thoret successfully combines style 
with both comfort and durability. 


Folder * 4812 giving detailed information on 
Thonet Bentply and Bentwood Furniture 
will be sent promptly on request. 
















THONET 


INDUSTRIES 
FURNITURE 


FOR FINE 


INC. 





Mid-Atlantic Show Develops Good Buying 





Bulk of Business Placed, However, Was for Summer Shoes— 
Retailers Optimistic Though Some Inventories Are Still Large 


PHILADELPHIA — “On the whole, ex- 
hibitors were well pleased with results 
of our first Fall show,” stated Cal J. 
Mensch, manager for the Mid-Atlantic 
Shoe Show held here at the Benjamin 
Franklin Hotel, May 14 to 18. The 
show was sponsored jointly by the 
Ifiddle Atiantic Shoe Travelers’ Asso- 
ciation and the Middle Atlantic Shoe 
Retailers’ Association, and others will 
be held in November and January. 

Although it was estimated that re- 
tailer attendance was not up to nor- 
mal, many well-filled order books were 
reported by some exhibitors. The ma- 
jority of orders were for early delivery 
or fill-in. Many retailers who attended 
reported being still heavily stocked but 
believe that this condition will not last 
long. A big Easter business was had 
by practically every retailer and the 
slowed up pace in selling shoes that 
followed is felt to be temporary. Even 
so, most of the retailers who attended 
held off buying their heavier Fall stock 
until later. 

With more than 200 exhibitors oc- 
cupying four floors, there were plenty 
of displays to inspect, a wide variety 
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JOHN D. DUNN 


of men’s, women’s and children’s shoes. 
Predominant were Summer styles al- 
though Fall styles were not neglected. 


COWARD SHOE STORE, PHILADELPHIA 
Thonet chair 5002 and fitting stool 601 


New York @ 






ONE PARK AVENUE, NEW YORK 16, N. Y. 


SALES OFFICES: 
Chicago °¢ Statesville, N. C. 


It was the combined efforts of the 
two sponsoring associations that made 
the show successful. All future shows 
conducted by the Mid-Atlantic Shoe 
Show management will maintain the 
same high standard in the presenta- 
tion of lines. 

Business done in women’s shoes for 
Fall was confined to conservative 
styles. Staple biack suede, brown, and 
some green were bought, with closed 
toes and heels at the head of this list. 
Classic pumps were popular and the 
sling pump also was bought in patterns 
with cutout vamps. Some ankle straps 
which were combined with the shell 
front were thought to be good. Prac- 
tical types of walking shoes with me- 
dium heels topped all orders in the 
women’s line. 

Children’s rubber boots in colors such 
as red, black, and white were included 
in early Fall orders. Children’s shves 
suitable for school wear were bought 
without fear of overstocked inventories 
for Fall. The colorful cowboy boots for 
children seemed to have appeal for 
many buyers. 

An informal luncheon was held by 
the management of the show on May 
16, at which all members of the shoe 
trade met and discussed topics of inter- 
est. 

A meeting of the board of directors 
of the Middle Atlantic Shoe Retailers’ 
Association was held May 15 at the 

[TURN TO PAGE 84, PLEASE] 
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PICTUR-VISION 
CABINET PROJECTORS 


Have been specially developed for the shoe 
industry by the makers of Pictur-Vision 
equipment. 

Pictur-Vision Cabinets are designed to 
increase your sales. They create impulse 
buying, convince the shopper on the spot 
and close the sale. Your story is presented 
in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervals 
and operates continuously. Pictur -Vision 
gives action — drama—color to your story 

.. and best of all, it’s right on the spot 
where your product is sold. 





Ideal for sales meetings, 
conventions, dealer training 
schools, safety meetings, edu- 
cating store personnel and a 
real demonstrators selling aid. 


PATE 


No. 2369483 


CANADA PATENT 
No. 421418 


Remote control push button arrangement 
makes it easy to train dealers, salesmen, 
personnel. Just press the button to change 
slides. Entire sequence (16 pictures) can be 
changed in a few seconds. Easily adapted 
for speeches on wire recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are stur- 
dily built with light weight steel construc- 
tion, the entire unit weighing less than 100 
Ibs. A large 14%x 21 inch rear projection 
screen gives maximum brilliance. Equipped 
with Solarbrite Projector, uses 750 Watt 
200 hour lamp. 3 inch coated lens. Height 
36” with 16” square base. Requires only 4 


sq. ft. of floor space. 
$395 


F.O. B. 
Oconomowoc, Wis. 





COMPLETE PACKAGE UNIT 
Ready to use with no attach- 
ments to buy. Just slip in your 
slides and plug in the cord . . 


Picture Recording Company 


OCONOMOWOC, WISCONSIN 





Mid-Atlantic Show 
Develops Good Buying 
[CONTINUED FROM PAGE 83] 


Benjamin Franklin Hotel. The trea- 
surer, I. C. Smashey, read his report 
which showed the financial standing of 
the organization to be excellent. Mem- 
bers attending this meeting reminisced 
over the growth of the organization 
in the last fifteen years and a motion 
was passed to send a financial state- 
ment to all members of the board not 
present. 

Members of the board who were pres- 
ent were: John D. Dunn, president, 
Hagerstown, Md.; Cal J. Mensch, secre- 
tary-treasurer, Pittsburgh; Solomon 
Dantzic, Baltimore, Md.; Arthur Her- 
rick, Suffolk, Va.; I. C. Smashey. 
Bridgeton, N. J.; Mose Leibowitz, York, 
Pa.; J. H. Geiger, Richmond, Va.; and 
D. H. Kreider, Palmyra, Pa. 

On Monday evening, May 16, a joint 
meeting of the two organizations was 
held to consider reports of the show. 
Complete satisfaction with the results 
was expressed by both associations. At 
this meeting, representing the M.A.S.- 
R.A. were Cal J. Mensch, show man- 
ager; John D. Dunn, chairman; and 
Murray S. Rolfe. Representing the 
shoe travelers were Keith Pickrell, co- 
chairman, of the Gerberich-Payne Shoe 
Company; Walter P. Palmer, also of 
Gerberich-Payne; Kenneth Romig, of 
Jarman Shoe Co.; and I. Frank Ober- 
field, of Knipe Bros., Inc. 


Shoe and Leather Group to 
Hold Outing June 17 


READING, Pa.—The regular Spring 
outing and golf tournament of the Cen- 
tral Pennsylvania Shoe and Leather As- 
sociation is to be held this year on June 
17, it has been announced here by 
O. Eugene Dellinger, secretary-trea- 
surer of the organization. The outing 
will be held at the Hanover Country 
Club in Abbottstown, Pa., and play will 
start at 9 a. m. Officers of the associa- 
tion, in addition to Mr. Dellinger, are 
C. E. Gerberich, president; A. C. 
Mudge, first vice-president, and J. M. 
Miller, second vice-president. 





Boston Boot and Shoe Club 
Plans Golf Tournament 


Boston—President Joseph S. Lani- 
gan of the Boston Boot and Shoe Club 
announces that June 14 has been chosen 
for the annual golf tournament of that 
organization which is to be held at the 
Wollaston Golf Club. Players will be 
divided into the usual three classifica- 
tions—shoe, leather and allied indus- 
tries—and prizes of articles made of 
leather will be awarded the winners. A 
buffet luncheon will be served. In 
charge of the tournament is a committee 
consisting of Frank C. Donovan, chair- 








Stop! 


If you don’t do it NOW 
you will lose a lot of sales 
of Dr. Scholl’s Appliances 
and Remedies by not 
having your Window Trim 
in on nationally advertised 
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June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Off. 








man; Walter E. Arnold, John E. 
Daniels, Griffin S. Fallon, James T. 
Gormley, Mr. Lanigan, C. Harvey 


Moore, E. J. McCarthy, Francis Shea, 
Jack Sandler, Charles Slosberg, Charles 
W. Sweeney and Maxwell Field, secre- 
tary of the club. 


Slipper Production Up, 
Census Bureau Reports 


WASHINGTON, D. C.—Manufacturers 
in the house slippers industry shipped 
products valued at $77.0 million dur- 
ing 1947, according to preliminary fig- 
ures released by the Bureau of the 
Census, Department of Commerce. This 
is an increase of 118 per cent over the 
$35.3 million value of products reported 
by this industry in 1939, when the last 
Census of Manufactures was taken. 
Value added by manufacture in the 
industry during 1947 amounted to $39.5 
million, an increase of 145 per cent over 
the $16.1 million value added in 1939. 
Value added by manufacture is calcu- 
lated by subtracting cost of materials, 
supplies, containers, fuel, purchased 
electric energy, and contract work from 
the value of products. For some pur- 
poses, particularly for comparing one 
industry or group of industries with 
another, it is the most satisfactory 
census measure of the economic im- 
portance of an industry. 
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Hoskins Now Manager 
Of Dobyns Footwear 


Lonc BEACH, CALIF.—Tom P. Hun- 
ter who has been general manager of 
Dobyns Footwear in Long Beach since 
1930, has announced that he is turn- 
ing active management of the store 





Tom P. Hunter (left) and Chilt H. 
Hoskins, newly named manager. 


over to Chilt H. Hoskins, his assistant. 
Mr. Hoskins has been with the firm 
since 1938. He has been buyer of 
women’s shoes, and recently has grad- 
. ually assumed more responsibility in 
general store management. 

Mr. Hunter says he needs more time 
to look after his own extensive inter- 
ests, and is looking forward to spend- 
ing more time with his family. He has 
lead an active and interesting career 
in shoe store operations. for many 
years, having first started in the year 
1912. He was very active in shoe oper- 
ations in Seattle, Oakland, and Salt 
Lake City before coming to Los An- 
geles and then Long Beach, in 1930. 

Mr. Hoskins was formerly connected 
with shoe stores in Rockford and Chi- 
eago, Ill. Then he came to California 
in 1936 and was with Innes in Los An- 
geles and Neil White in Fresno. 

Mr. Hoskins will be under the su- 
pervision of Mrs. Constance M. Brown, 
who is an officer of the Dobyns Foot- 
wear, Inc., and also a trustee of the 
C. Merwin Dobyns estate. Mr. Hunter 
will also remain as an officer of the 
corporation, and will act in an advis- 
ory capacity. 

Dobyns Footwear is one of the old- 
est independently operated shoe stores 
in Long Beach, having been founded in 
1919 by C. Merwin Dobyns and his 
father, Harvey B. Dobyns. 





Store Manager Retires 


New BeEpFoRD, MAss.—William B. 
Hanly, who managed the shoe depart- 
ment in the Star Store here from 1926 
to 1947 and who since that time has 
been shoe department manager in 
Lloyd’s Union Street store, has retired 
from the shoe industry and will make 
his home in West Newton, Mass. Ear- 
lier in his career, Mr. Hanly was man- 
ager of the shoe store of Gould, Lee and 
Webster in Rochester, N. Y. 
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_COLT-CROMWELL'S 
Eye-catching... 


KID BOOTS 





Fancy Multi-Color Stitching 
Glamourous White Underlays 
Sporty White Bindings 
Dashing Underslung Heels 
Non-Slip Heel Linings 


YOUR CHOICE OF 2 STYLES 


Style 764 Style 754 
Tan Brown 
Vamp Vamp 
Brown Kid Red Kid 
Top Top 
PRICES: 
8'2-12—$5.00 pr. 
1242- 3—$5.65 pr. 
3¥%2- 6—$7.20 pr. 


Write today for our 
GOLDEN ANNIVERSARY 
CATALOG 


(~)' 


BOSTON 





IMMEDIATE DELIVERIES 













COLT- CROMWELL 


COMPANY. sac 





MASSACHUSETTS 





Phyl-Flex Flats blanket the field. 
IN STOCK for fall. 
LOW HEELS in America. $4 to $5 Retailers. 


Yes! 


100 numbers 
The longest line of popular priced 


WRITE FOR CATALOG 


PHYLLIS SHOE COMPANY 


Lowell, Massachusetts 
MANUFACTURERS 








Optimism Manifest at West Coast Show 





Specialty Types and Dressy Casuals Bought—Retailers Indicate They 
Plan to Carry Fewer Price Lines 


SAN FRANcIsco— One of the best 
planned and executed shoe shows ever 
held on the West Coast is now history. 
It was well attended, too, with buyers 
from all the eleven Western states, as 
well as a goodly number from the Ha- 
waiian Islands. This show, sponsored 
by the West Coast Shoe Travelers As- 
sociates, was held in San Francisco, 
May 15-18, at three of the leading 
hotels. To President Walter Galvin, 
Secretary Dave Klinesmith and General 
Convention Chairman Gil Winneguth 
and their able assistants goes all credit. 

It was apparent that there was more 
confidence in buying. As Max Somers 
of Somers & Kaufmann, said, “I came 
to the show somewhat pessimistic, but 
soon found so many new things and so 
many good promotions that my pessi- 
mism changed to a cautious type of op- 
timism. This also was the experience 
of many others.” 

Buyers indicated they were cutting 
down on the number of retail price 
lines, thus creating wider price gaps in 
their selling prices. 

The noon luncheon on May 17 was 


the only formal meeting. This proved 
to be a turn away affair. At the head 
table were representative shoe men all 
the way from Seattle to St. Louis. At 
the open forum, presided over by Gil 
Winneguth, Seymour Fabrick of Vogue 
Shoe Co. presented the case of the man- 
ufacturers; Harry J. Evans, president 
of the NSTA, that of the travelers; and 
Max Sommer that of the retailers. Many 
pertinent questions from the floor were 
answered by the trio. Charles Kushins, 
Oakland retailer, summarized. 

The big news, as far as interest was 
concerned was in the many new things 
brought out for the teen-age, college 
girl and “Mama” trade. 

Several California shoe manufactur- 
ers were quick to capitalize on the 
square dancing craze which started in 
their section several months ago. Shoes 
developed for this have a 6/8 leather 
heel, Tuxedo bow and ankle strap. They 
come in all colors of elk, suede and black 
patent. None of the men’s manufactur- 
ers had anything to offer as companion 
footwear. 

Soft leather boots 


for the “Coke” 


trade, as well as soft shoes made of 
glove leather in many colors, with bags 
to match, provoked a more than usual 
amount of order placing. 

In sport shoes for Fall, wrap-around 
crepe soles for campus wear received 
an excellent play. Smooth leather was 
given preference over suedes, with the 
copper shades good. 

New in dressy casuals was the com- 
bined use of two textures in a single 
shoe. The combinations included, among 
others, suede and patent; suede and 
calfskin; suede and satin. A new wedge 
which carries a curved platform, as 
well as a new-shaped wedge heel created 
favorable comment. Practically all cas- 
uals of all types bought were open toes. 

Crepe soles in the soft types, designed 
for the high school trade, seemed to be a 
must for nearly every buyer present. 
who liked the high-riding back effects. 
Bread and butter sabots of elk leather 
are still on the upgrade. 

For the high-style operators, reptiles, 
alligators and Largato lizards were the 
outstanding materials. These were 
bought largely in sling pumps, mostly 
with platforms in the 24/8 to 26/8 heel 
heights. Fully 65 per cent were detailed 
with open toes. 

Blue Spruce, which was considered 
good in the Eastern shows, was not 
given a second look by the Western mar- 
ket buyers. Colors preferred in the 
fashion field were in order of impor- 
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tance: black, brown, green, red and 
wine, with a strong repeat on blues. One 
other strong top-style number in many 
lines was a flat with a 10/8 heel, and 
closed toe, of Largato lizard in brown, 
green, red and grey in order named. 





Buyer Comments Gleaned 
At West Coast Show 


SAN FRANcIscoO—What buyers said 
at the WCSTA Show in San Francisco: 


Jules Meyers, Karl’s Family Shoe 
Store, Reno, Nev., “In our city, where 
we have many visitors from all over 
the country month in and month out, 
we are buying many high colors in our 
Fall shoes—both dressy and casual 
types. Everything is open toes, except 
the classic pumps.” 

Jack Spellman, Spellman Bros., with 
ten units centering in Portland, Ore., 
“This year the Mamas are getting a 
break, as the really high spot of the 
show are the many glamorous styles 
in lower heels. It is remarkable the 
number of beautiful shoes shown in the 
lower heels. Exhibiting manufacturers 
show they are considering the best in- 
terest of the retailers by steering them 
away from hazardous numbers.” 


Forrest Cogswell, Walk Over Shoe 
Store, San Bernardino, Calif., “These 
heavy double and three full soles for 
the young fellows went fairly well last 
year. This Fall we believe they will go 
even better, especially those with the 
big, wide extension soles as this is a 
real trend among the college crowd. 
Remember, Southern California is fair- 
ly warm during the late Fall and Win- 
ter months and these heavy shoes 
mean an extra pair. We believe it 
takes new shoes to sell old shoes and 
that it is not practical to starve a stock. 
The important thing is how the inven- 
tory is balanced.” 

Art Hogan, Hastings, San Francisco, 
“We are really sitting up and taking 
notice of the brushed buckos in all-over 
and reptile-trimmed in both brown and 
blue in our men’s shoes.” Agreeing 
with him and adding that the Navajo 
Indian true moccasin hand-sewed 
loungers and two-eyelet ties will be 
strong Fall sellers is Adran Katz, Som- 
mer & Kaufman. 


J. H. Mittenthal, Reliable Shoe Co., 
Fresno, Calif., “Brushed blue sueded 
leathers will outsell brown for Fall es- 
pecially those with two full soles. The 
young fellows are just ripe for shoes 
of this kind.” 

H. A. Fairbanks, Brown House, 
Stockton, Calif., “Ours is a _high- 
fashion operation. Young women are 
buying up to 70 per cent closed toes, 
with the older trade accounting for the 
remainder. We believe the percentage 
of closed toes will be even higher for 
the Fall season in our grades.” 

Kelly Sobel, The Shoe Box, Ukiah, 
Calif., “Quality and branded lines are 
far more important to our home town 
customers than is price. Here we try 
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Sizes up to 12 


FINE 








JorcMOST in Golf Shoes 





CARRIED IN-STOCK 


STOCK NUMBER $1058; A new in-stock style that will “putt 
drive” in your golf shoe sales. Dark Brown oil tanned calf with 
Scotch Grain Saddle. Genuine No-welt reverse welt. Half-dou- 
ble sole with large removable spikes. A typical Thompson quality 
creation. Order today for a full season of golf shoe sales. 


. ime~~—oe~ BROS .SHOE (0 


SHOEMAKERS 


BROCKTON 
MASS. 
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to maintain a big city store in a small 
town and we are doing it, because of 
the personal touch it is possible to give 
the trade.” 


Navy Contracts to Buy 
120,004 Pairs of Oxfords 


New YorK — The Navy Purchasing 
Office here announces the award of 
contracts covering the manufacture of 
120,004 pairs of black oxfords for en- 
listed men. The International Shoe 
Company is to make 30,000 pairs at 


$4.895 per pair; the Endicott-Johnson 
Corporation, 70,004 at the same price; 
and the Doyle Shoe Company, 20,000 at 
$4.87 per pair. 





Opens Orthopedic Shoe Store 


MiaMi, Fua.—Bert A. Crawford has 
opened Crawford’s Rite Way Shoes at 
62 S.E. First Street. This is said to 
be the largest orthopedic shoe store in 
South Florida. Shoes for men, women 
and children recommended by leading 
specialists are stocked. 
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Here's your TWO MONTHS to TWO YEARS line! 
HAND-LASTED 


MOCCASINS 


designed by Nature to 
encourage the normal 
growth of babies’ feet. 


When you stock the Buntees 
Walker and Hiker in your infants’ 
shoe department, you cover the im- 
portant 2 months to 2 years size 
group. You'll find Buntees nation- 
ally advertised in Parents’ maga- 
zine. Further information may be 


NOW !At The Same Price as Ordinary Horns 


HOOK GRIP 


SKOOP 


(Pat. No. 90286) 


THE PRACTICAL SHOE HORN 


No Tugging or 
Jerking 
oa 
Prevents Counters 
from Spreading 
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Retains the Narrow 
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> 4 from active road work under his 
Southeastern Officers at Show In Augusta doctor’s advice, was honored at a 
breakfast gathering during the recent 
Des Moines shoe show, John Tobias, 
sales manager of Freeman doing the 
honors before a group of 75 merchants, 
fellow travelers and their wives. 
Being a follower of Izaak Walton, he 
was given a complete fisherman’s equip- 
ment. Barney Bowen, Western Man- 
ager, BooT AND SHOE RECORDER, spoke 
for the “old timers”; and the Iowa 
Shoe Travelers Association made him 
their first life honorary member, the 
nomination speech being made by War- 
ren Crandal, president of the associa- 
tion. 


Travelers Association Plans 
Two June Shows 


WINSTON-SALEM, N. C.—In addition 
to the Fall shoe show to be held in the 
Selwyn Hotel at Charlotte, N. C., on 


Augusta, Ga.—Officers and directors of the Southeastern Shoe Travelers, Inc., June 12 and 13, The Shoe Travelers of 
attended the recent shoe show held here by the association. Left to right, iseat- the Carolinas plan to hold a second one 
ed): L. A. “Bud™ Gerland, president, Atlanta; M. K. Pentecost, vice-president, soon afterwards. The second show, de- 
Atlanta; Lester H. Seigel, treasurer, Birmingham, Ala.; George P. Bomar, past signed to attract buyers in the eastern 
president, Atlanta. Left to right, {standing}: L. S$. Turner, Jacksonville, Fla.; Jack part of the state, will be held June 26 
rae Charlotte, N. C.; Ted Hinds, Atlanta: Joe Dannis, Birmingham, Ala.; EM. and 27 at the Hotel Goldsboro, Golds- 
Cousins, Birmingham, Ala., executive secretary. boro, N. C. Harry Cawn, executive sec- 


iM retary of the association, announces 
Veteran Shoe Man Retires has represented Freeman Shoe Corpo- that there are still some good hotel 
ration in Iowa since the company’s or- rooms available for exhibitors at both 

Des Mornes, Ia.—Carl Ortlund, who ganization in 1922 and who is retiring shows. 
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Style 13292 


Turf Tan and White 
Mudguard Oxford 


Sizes 2 - 6 
6%2- 9 
912-12 


to choose from 


of such quality. 
Choice juvenile leath 


WRITE FOR CATALOG 
OF OUR COMPLETE LINE 


Our complete line of infants’ shoes—wup to 
ege S—gives you over 30 different styles 


Accepted by porents since 1894— 
KREIDER’S KOMFIES and SWEETHEARTS 
—aore priced lower than you think for shoes 
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Order now 
for early delivery 





prewelt 





integrity and service. 





co. 


tion with Goodyear welt appearance. 
immediate delivery from stock. Neotionally 
advertised. Bocked by our reputation for 
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March Output Shows Seasonal Increase 


Kind of Footwear 


Production 
thousand pairs 








Percent of Change, 
March 1949 
Compared With 





March 1949 | February 








1949 March February March 

(preliminary revised 1948 1949 1948 

Shoes and Slippers, Total... 44.726 37,089 44,852 20.6 -0.3 
Shoes, sandals, and playshoes.... 41,165 34,180 41,502 20.4 —0.8 
Cy eee re 9,633 8,141 9,951 18.3 —3 2 
Youths’ and boys’. .......... 1,407 1,077 1,284 30.6 9.6 
ING a 6 os ha caekadeakeen 20,726 17,151 20,372 20.8 1.7 
eid os cs cabwasicee o Vee 2,966 2,389 3,074 24.2 —3.5 
eet e. ae  e 2,653 2,240 2,970 18.4 —10.7 
RRS Ee Sse 2,428 2,07 2,253 17.3 7.8 
ET baa nasacddae eke MES 1,352 1,112 1,598 21.6 —15.4 
Sl rs for housewear.......... 3,077 2,497 2,801 23.2 9.9 
Athlet “pg Raie & me oe See oles 261 297 365 15. : —28 5 
Sg ee ee 223 185 184 20. i 21.2 

Minus sign (—) denotes decrease. 


WASHINGTON, D. C.—Footwear out- 
put in March, reflecting a seasonal in- 
crease, totaled 45 million pairs, 21 per 
cent more than the February total of 
37 million pairs, according to the Bu- 
reau of the Census, Department of 
Commerce. Production in March, 1948, 
approximated the current month’s out- 
put. 

Shipments of shoes and slippers in 
March, totaling 45 million pairs, were 
valued at $163 million, an average value 
of $3.63 per pair. In February, the 
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average was $3.68, and in March, 1948, 
it was $3.91. 

Women’s shoes, sandals, and play- 
shoes, approximating 50 per cent of the 
March output of these types of foot- 
wear, totaled 21 million pairs, 21 per 
cent more than the February output of 
17 million pairs. In March, 1948, the 
output of women’s shoes, sandals and 
playshoes was 20 million pairs. 

Men’s, youths’ and boys’ shoes pro- 
duced in March totaled 11 million pairs, 
the same as in March, 1948. In com- 
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parison with the February 
nillion pairs, production 
per cent. 

The output of housewear slippers in 
March was 3 million pairs, 23 per cent 
more than the February production of 
2.5 million pairs and 10 per cent more 
than the March, 1948, output of 2.8 mil- 
lion pairs. 

Comparative production figures for 
March and February, 1949, and March, 
1948, and the per cent of change for the 
two periods are shown in the accom- 
panying summary. 


output of 9 


was up 22 





Sales Tax Killed 


LINCOLN, NEB.—A _ sales tax bill 
which would have levied a 2 per cent 
tax to be collected by shoe retailers and 
ether merchants has been killed by the 
Nebraska legislature by a 30 to 12 vote. 
The 12 favorable votes, however, repre- 
sented the most support a sales tax pro- 
posal has ever mustered in the Ne- 
braska legislature. Two years ago such 
a bill was killed in committee, and a 
move to revive the measure on the floor 
got only six votes. 





Opens Larger Store 


BATESVILLE, ARK.— Skinner’s Shoe 
Store has occupied new and larger 
quarters in the Earnheart Building on 
Main Street, here. 








0 aa 


EST 





ecg a m. B. 

in X-Ray 

Shoe Fitting x-8 
Equipment 2507 S. HOWELL AVE. 


Y c OM 







FULL INFORMATION 
n & SONS 


PAN Y 





ON REQUEST. 





Originators of X-Ray Shoe Gilling 


MILWAUKEE 7, WIS. 








Be Your Own Public Rilesions Sie 


[CONTINUED FROM PAGE 77] 


you'll soon be recognized as the unofficial spokesman for 
the industry in your community. 


Hobbies of Yourself or Your Employees 


Maybe you’ve made a hobby of collecting fancy, tooled 
leather boots. Or maybe one of your workers has a special 
hobby of collecting shoe lore from the history books. These 
hobbies will make good Sunday feature stories for your 
newspapers. Let them know about the hobbies. 


Profit-Sharing or Christmas Bonuses 


Maybe you have a special profit-sharing plan for your 
workers—or a unique method of figuring year-end bonuses. 
If so, let the papers know about it. Management-worker 
relations are front page news these days. The public is 
interested. ‘ 

Anniversaries 

It’s all right for a woman to forget her birthday, but 
a shoe store shouldn’t. Each time you pass another year in 
business in the community, play up the fact with special 
ads, maybe a sale, and by all means prepare a short press 
release for the newspapers. Each milestone your store 
passes means extra prestige and good will for you in the 
community. 

Try being your own press agent. It will pay. 


New Baker Store Opened 


San Antonio, Tex.—Opening of the new Baker Shoe 
Store, at 510 East Houston Street, was held recently. The 





new store is more than three times the size of the old store, 
at 308 East Houston Street, and has a tile front, ample 
display window space and many modern features. Dec- 
orated in attractive rose and green, the store has fluorescent 
lighting and is air conditioned throughout. It is under the 
management of Max Solomon. 


Four New Salesmen Join Sundial Staff 





Manchester, N. H.—Four new salesmen have joined the 
staff of the Sundial Shoe Co., here. They are, left to 
right, Hugh I. Warren; Frank S. Monahan, Bowling Green, 
Ky.; Hugh E. Butler, Elberton, Ga.; and John Buchanan, 
Altoona, Pa. Mr. Warren, now working in the sales de- 
partment at the factory, will be assigned a territory in 
the near future. Mr. Monahan covers central Kentucky 
and part of Tennessee; Mr. Butler, a territory in South 
Carolina; and Mr. Buchanan, Western Pennsylvania. 
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Early Mid-West Demand for Summer Shoes 





Casuals in Wide Color Range Reported Popular—Early May Selling 
Shows Increase Over Last Year 


LINCOLN, NEB.—Shoe buyers here see 
no cause for pessimism over business 
in the near future, with early May 
sales better than a year ago, April 
sales ranging from even to 16 per cent 
ahead of last year, and figures for the 
first four months totalling as high as 
15 per cent over the same period in 
1948. Five leading stores reported 
April sales as good or better than last 
year, while only one store fell below 
1948 figures for the first four months 
of 1949. 


A buyer who features better shoes 
for women had his best April in history, 
while sales this year to mid-May ran 15 
per cent ahead of last year. He is 
carrying larger stocks than last year 
and already has placed orders for high- 
style shoes for September delivery. 

Lincoln women are going into Sum- 
mer shoe styles faster than a year ago. 
three women’s shoe buyers reported. 
Casual sales in recent weeks also have 
been ahead of last year, with a sizable 
demand for whites in casuals as well 
as linen dress shoes. Two buyers who 
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had their whites in early said they have 
made a nice profit. 

Buyers agree that wide selection has 
been the biggest asset to sales volume 
this Spring, since women are buying 
what they want when they want it. 
Consumer resistance to price is no more 
noticeable than a year ago, it was said, 
with little resistance encountered under 
$20 at one salon, while stores specializ- 
ing in popular-prices said resistance 
starts at about $12. Stores carrying a 
limited variety in styles and colors, and 
catering largely to the farm trade, have 
not done as well this Spring as the 
stores with wider selection. One chain 
store manager said the 1949 drop in 
farm net incomes is starting to be 
reflected in his business. 


Spectators Sell Well 


Grey and cocoa which were best-sell- 
ing colors at the start of the spring 
season have dropped off fast in recent 
weeks, it was reported by buyers in the 
better-shoe departments. Green was a 


late April favorite although blue was 
said to be the leading color for the 
entire month of April. Red was good 
in one department, and in the dress 
styles reptiles have continued strong. 

Late April and early May selling was 
featured by an even better demand 
than last year for spectators. The 
polished leathers, particularly calf, 
have been the most wanted material, 
and demand is greater than ever for 
the opened-up styles. This is true also 
of linens which are opening up actively 
in natural colors. 

Selling of “Spring into Summer” 
shoes has been featured by demand for 
wedge heels and straps, one buyer 
reported. Casuals at this store have 
been in better than usual demand, in- 
cluding two-button straps in red, green, 
white, brown and black; two-tone tan 
leather, bucko shoes for vacation wear, 
grey and copper suede with fringed 
vamp, and a cross-strap selling in 
choice of brown, black, red, green or 
blue. Multi-color casuals also have 
been wanted, with pink, green, blue and 
yellow as leading combinations. Best- 
selling prices are $7.95 to $9.95. 

Volume well ahead of last year in 
children’s shoes was reported at a store 
where sling and ankle-strap models, 
replicas of mother’s shoes, were fea- 
tured. 
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Sue M. Fitzgerald 


CHICAGO — Miss Sue M. Fitzgerald, 
who had been in charge of the Chicago 
hide buying office of International Shoe 
Company, died recently. 

Miss Fitzgerald, who was well known 
in the shoe trade, had held that posi- 
tion since 1921. She started in the 
business in 1911 with Kistler-Lesh. She 
was born in New York State, but had 
lived in Chicago for many years. 

Funeral services were held at Holy 
Name Cathedral. Four brothers and 
two sisters survive. 


Obituaries 





William A. Ickler 


JENKINTOWN, Pa.—William A. Ickler, 


* who had had a long and distinguished 
career in the retail shoe business, died , 


recently at his home, 433 Vernon Road, 
Jenkintown. 

As a young man he opened his own 
shoe store on Columbia Avenue, Phila- 
delphia, then became shoe buyer for the 
department store of Partridge & Rich- 
ardson, also of Philadelphia. Later he 
served with Wanamaker’s and then be- 
came associated with N. Snellenburg & 
Company, for whom he acted as shoe 
buyer for 43 years. He retired in 1946 
but was retained as a consultant. 

Widely traveled, he had made shoe 
buying trips to England, Scotland, 
France, Austria, Germany, Belgium 
and Switzerland. In addition to his 
business he was interested in baseball, 
golf and music. As a young man he 
had an orchestra of his own; and 
among his athletic achievements was 
winning the championship at _ the 
Eaglesmere, Pa., golf club at the age 
of 76 with a card of 79. 

Mr. Ickler was a member of the 
Grace Presbyterian Church at Jenkin- 
town and a life member of Old York 
Road Country Club. He was also a 
Mason and a member of the Philadel- 
phia S & L Golf Association and of 
the Pennsylvania Shoe and Leather 
Association. 

Surviving are his widow, Mrs. Millie 
B. Ickler; and a brother, Fred Ickler. 


George H. Black 


ROCHESTER, N. Y.—George H. Black, 
77, vice-president of the Rochester Heel 
Company and a shoe manufacturer 
most of his life, died recently after an 
illness of two years. 

Mr. Black became an apprentice in 
the shoe factory of Dugan and Hudson 
here while in his teens and later took 
a position in Cleveland in the sole 
leather department of a leading shoe 


manufacturer, moving to another con- 
cern in Cincinnati shortly thereafter. 
When he returned to Rochester he was 
appointed chief buyer of sole leather 
for E. P. Reed & Co. and next, superin- 
tendent of the Utz and Dunn Co. When 
he decided to go into business for him- 
self he purchased an interest in the 
Rochester Heel Co. and opened a new 
department for the manufacture of 
leather and fiber counters. He became 
its president in 1936. 

Mr. Black is survived by his widow, 
Mrs. Bessie Christ Black; and a sister, 
Mrs. Elizabeth Holcomb. 





Noyes F. Palmer 


CHARLESTON, W. Va. — Noyes F. 
Palmer, widely known Charleston busi- 
ness man, civic leader and owner of 
Palmer’s Walk-Over Boot Shop at 228 
Capitol Street, died recently at the age 
of 51 following an illness of ten weeks. 

Mr. Palmer was born in this city 
October 7, 1897 and received his educa- 
tion in the local schools and at the 
University of Maryland. He had oper- 
ated the store which bears his name for 
several years. He was a 32nd degree 
Mason and active in that order, as well 
as in the Charleston Chamber of Com- 
merce, John Brawley Post No. 20 of 
the American Legion, and the First 
Presbyterian Church. 

Surviving are his widow, Mrs. Fran- 
ces Porter Palmer; a daughter, Nancy 
Reed Palmer and a son, William Porter 
Palmer, both at home; two sisters and 
three brothers. His son will carry on 
the business. 


Frank French 


SPRINGFIELD, ILL.— Frank French, 
manager of the shoe department at 
Roberts Bros., died recently. Mr. 
French came here 15 years ago from 
Chicago and has been the shoe section 
manager ever since. He was a gradu- 
ate of the University of Indiana. 
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Retailers Buying for 
Early Delivery 
[CONTINUED FROM PAGE 79] 


In women’s shoes, the travelers said 
color choices ranked black, brown and 
green with such new variations as 
“Flemish” blue and midnight blue get- 
ting a fair call. There was little de- 
mand for grey for Fall, the manufac- 
turers representative said. Suedes 
were said to be the best selling leather. 

No business meeting was held at this 
show, the election of officers and 
kindred topics going over until the 
Fall show. 


Clinic Is Feature of 
Northwest Show 


St. PauL, MiInn.—One of the out- 
standing events of the Northwest 
Shoe Travelers Association which re- 
cently held its showing of Fall and 
Winter footwear at the Hotel St. Paul, 
was a footwear clinic. A panel of au- 
thorities in the shoe field talked and 
answered questions covering phases of 
shoe styling, retail selling and display 
and store mcedernization. 

The shoe clinic was held in the Capi- 
tol Room of the hotel. Those leading 
in discussions were: W. W. Kiss, sales 
manager, Pied Piper Shoe Co., Wausau, 
Wis., talking on children’s’ shoes; 
James Legg, secretary, Moulton-Bart- 
ley Shoe Co., St. Louis, Mo., whose 
subject was women’s shoes; John 
Ezzell, sales manager, Richland-David- 
son Shoe Co., Nashville, Tenn., who 
discussed men’s shoes; Charles H. 
Baker, chairman of the board, Good- 
year Footwear . Corporation, Provi- 
dence, R. I., who led the discussion on 
rubber footwear; M. S. Wigginton, 
vice-president, General Shoe Corpora- 
tion, Nashville, Tenn., store manage- 
ment; and Alvin L. Weidt, senior part- 
ner, Alvin Weidt and Associates, 
Minneapolis, who talked on_ store 
modernization. John Verstraete acted 
as moderator. 

About 600 shoe men were in at- 
tendance at the meeting from Minne- 
sota, North and South Dakota, Iowa, 
Wisconsin and Michigan and other 
points of the Northwest. 

“Interest was high,” said Paul D. 
Cook, president of the association. 
“Merchants bought well, balancing 
stocks, getting ready for presentation 
of new patterns, materials and colors 
to meet good competition which is in 
today’s picture.” One hundred sixty 
manufacturers exhibited. 

More colors and color combinations 
were noted than a year ago. Black 
was still No. 1 and browns second, fol- 
lowed by blue and multi-colors. In 
leathers, suede was good but there was 
noted a tendency toward smoother 
leathers to go with tweeds. Calf was 
strong, and calf with other leathers 
was featured in many styles. Casuals 
are the highlight of current shoe busi- 
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ness, and will continue, according to 
shoe men’s reports. In casuals, closed 
toe and back are strong. 

In men’s shoes, the heavy type is 
continuing, and the introduction of the 
Wellington boot is a feature, particu- 
larly good with college groups. 

Entertainment for the meeting con- 
sisted of a stag roast beef supper, fol- 
lowed by movies of Minnesota football 
games on the first day. A banquet in 
the ball room of the hotel followed by 
dancing was held on the third. A 
luncheon with merchants as guests of 
the association was given on the last 
day, following the shoe clinic. 


Early Delivery Asked 
At Detroit Show 


Detroit—Attendance was fair at the 
Detroit Monthly Shoe Show at the 
Hotel Statler, sponsored by the Michi- 
gan Shoe Travelers Club, but buying 
was somewhat slow, with retailers in 
many instances hesitating to place 
orders except for early delivery. Two 
floors of the hotel were used for this 
first show since the late pre-Easter 
event in March. 

Travelers generally stressed Fall 
lines in their showings, rather than 

[TURN TO PAGE 94, PLEASE] 
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Retailers Buying for 
Early Delivery 
[CONTINUED FROM PAGE 93] 


Summer models. However, there were 
a representative number of displays of 
whites, colors, and play shoes for early 
delivery, which seemed to go very satis- 
factorily. 

Some good bookings for late Summer 
on sport shoes were reported, indica- 
ting a continuing expectation of good 
business in this field. In women’s style 
shoes, whites and open sandals ap- 
peared to predominate, with black 
suedes holding up well. In colors, there 
was a strong interest in wedge types. 
Smooth leathers in a marked color 
range moved along about evenly, with 
black, brown, green—both light and 
dark shades—and burgundy leading in 
that order. 

In men’s shoes, the accent was on the 
heavier brogues, 


Conservative Buying in Kansas City 


Kansas City, Mo.—More than 250 
buyers attended the recent Fall shoe 
show sponsored by the Central States 
Shoe Travelers in which the trend was 
toward conservative buying with 60 per 
cent buying for the Fall market and the 
remainder buying for immediate de- 
livery. 

“The conservative buying is appar- 
ently the result of a desire to reduce in- 
ventories,” J. Rosco Sells, organization 
secretary and show manager, asserted. 

Exhibitors said they expect some of 
the cheaper lines to drop in price but 
believe that the better grades will re- 
main at present levels. 

Eighty exhibitors showed more than 
100 lines of men’s and women’s shoes, 
purses and hosiery for Fall selling. 

Suede in many colors will be the 
leading factor in women’s Fall styles 
and will be the new thing in men’s 
shoes, Mr. Sells said. Women’s styles 
will include open toes and heels for 
dressy wear. Tailored shoes will be 
worn with tailored suits and dresses. 

The next show is scheduled for Nov. 
6 through Nov. 8 and will be the Spring 
showing. J. D. Mittelbach is the presi- 
dent of the association. The market 
area served is Missouri, Kansas, and 
part of Arkansas and Oklahoma. Two 
buyers were present from Guam. 


144 Lines Displayed 
At Pittsburgh Show 


PITTSBURGH, Pa.— Although atten- 
dance was about ten per cent less than 
at the last show, buying was described 
as “surprisingly good” at the recent 
showing of the Pennsylvania Shoe 
Travelers’ Association, held here at the 
William Penn Hotel. Much of the buy- 
ing, however, was for early delivery— 
June and July—with some orders 
placed for August delivery. One hun- 
dred and forty-four lines were dis- 
played. 
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SHOE CO. 
769 GRAND ST. 
BROOKLYN 11, W. Y. 

In women’s shoes, ankle straps were 
the most popular pattern, both in low 
and high heels, color preferences being 
black suede and brown, green and wine 
suede, in that order. For growing 
girls, the trend for Fall appears to be 
toward more crepe sole oxfords, mostly 
in black, brown or green suede; dressy 
flats, some with wedge heels and others 
with regular heels, either in plain 
pump or strap patterns; and sandalized 
casual play type with wedge heels and 
platforms. 

Though the bulk of the business in 
men’s shoes was done in tan—spades, 
moccasin foreparts and custom lasts 

[TURN TO PAGE 106, PLEASE] 
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NEWS OF THE 


 SMESHEN ind Suppliers 


International Heads at Sundial Meeting 





é 


MANCHESTER, N. H.—Top ranking In- 
ternational Shoe Company executives 
were among the speakers at the recent 
annual sales conference of the Sundial 
Shoe Company, held in the Hotel Beau 
Reve here. In attendance were 65 Sun- 
dial salesmen from territories encom- 
passing twenty-two states, the District 
of Columbia and Puerto Rico, as well as 
the sales force of the Great Northern 
Division of the International Shoe Co. 

Harry L. Sheehan, Sundial sales man- 
ager, presided at the meeting on Thurs- 
day morning, May 5th, at which time 
there were addresses by B. A. Gray, 
president of the International Shoe 
Company; E. E. Rand, vice-president; 
John A. Urquhart, Eastern general 
manager; and S. Kenneth Bruce, East- 
ern general sales manager. Thursday 
afternoon was devoted to the advertis- 
ing portion of the conference and J. L. 
Young, advertising manager of the Sun- 
dial Shoe Company, spoke during this 
session. He was assisted by the officials 
of Sundial’s advertising agency, Hoag 
and Provandie, Inc., of Boston, and to- 
gether they presented the program of 
national advertising for the Fall season. 

On Thursday evening, a dinner was 


June |, 1949 





Seated (left to right)—Edgar E. Rand, vice-president, International Shoe Com- 
pany; S. Kenneth Bruce, general sales manager, Eastern Division of International; 
B. A. Gray, president, International Shoe Company; John A. Urquhart, general 
manager, Eastern Division. Standing: E. J. Gormley, general manager, Sundial Shoe 
Company; Harry L. Sheehan, Sundial scles manager; and Dr. David W. Parker. 


held in the main banquet hall of the 
Hotel Beau Reve, attended by the com- 
bined sales forces and executives from 
every department in the Eastern Divi- 
sion, as well as out of town guests. 

The meeting was resumed on Friday, 
May 6th, at which time the Sundial 
sales force heard talks by Elmer J. 
Gormley, general manager; William 
Schmidt, credit manager; and Harry L. 
Sheehan, sales manager, outlining plans 
— presenting the Sundial 1949 Fall 
ine. 

On Friday afternoon and throughout 
Saturday, J. L. Grue and Stewart W. 
Hollis, who respectively are in charge 
of Sundial’s Female and Male merchan- 
dise departments, together with Mr. 
Young, conducted group conferences, 
discussing problems of merchandising 
and advertising as they apply to indi- 
vidual sections of the country. 





Heads Canadian Company 


Toronto—George Bergeron has been 
named vice-president of the Sidney Cap- 
lan footwear companies of Penetang 
and Midland. 


Western Representatives 
Named by Brown Co. 


New YorK.—Brown Company, mak- 
ers of Onco products, announces the 
appointment of the Russ White Com- 
pany of Los Angeles and San Fran- 
cisco as West Coast sales representa- 
tives. Distribution will cover the entire 
Onco line: Insole-ated insoles, Good- 
year welt insoles and Onco for the 
handbag industry and novelty fields. 

Russ White’s territory for Onco in- 
cludes California, Oregon, Washington, 


Idaho, Montana, Colorado, Wyoming, 
Arizona, Nevada, Utah and New 
Mexico. 


Schuerman Now Selling 
For Gilbert Shoe Co. 


THIENSVILLE, Wis.—Walter E. Schu- 
erman has succeeded the late Karl 
Heimberger as sales representative of 
the Gilbert Shoe Company, makers of 
“Kali-sten-iks,” in Ohio, West Vir- 





W. E. SCHUERMAN 


ginia, Pennsylvania, Delaware, Mary- 
land and the District of Columbia. In 
these states, with the exception of West 
Virginia, he formerly sold the line of 
the Plymouth Shoe Company. 

Karl Heimberger introduced “Kali- 
sten-iks” in this territory in 1923 when 
the Gilbert Shoe Company was organ- 
ized and was one of A. P. Gilbert’s 
great showmen, popular among retail- 
ers. On many trips he and Mr. Schuer- 
man were “buddies” and worked to- 
gether in covering their territories. 








Irving Drew Salesmen at Conference 





Lancaster, O.—An enthusiastic sales conference, one of the features of which 
was the semi-annual sales banquet at the Hotel Lancaster, was held here recently 
by the Irving Drew Corporation. Sales and advertising plans were reviewed at 
length by executives who announced that the Fall campaign will include national 
magazine advertising and cooperative newspaper promotion. Seated, left to right: 
Barney Coens, Northern Illinois, Wisconsin, Minnesota and the Dakotas; Everett Drew, 
Pennsylvania, New York State; Nate Levy, Metropolitan New York, New England, New 
Jersey and Metropolitan Philadelphia; B. C. Bowen, Western manager, Boot and 
Shoe Recorder; George P. Utley, president; George R. Utley, sales manager and 
Chio territory; Ivan Bender, treasurer; and Ed Weil, Southeastern territory. Stand- 
ing: Dan Stern, New York and New England territory; Herbert Stalter, sales 
service; Eli Smith, Washington, D. C., Maryland and Delaware; H. E. Griffiths, West 
Coast; H. C. Schuyler, Kentucky and Michigan and production manager; Jule 
Walter, designer and Illinois, Indiana, West Virginia; Tom Lyons, Midwestern fterri- 
tory; Bert Coens, Northern Illinois, Wisconsin, Minnesota and Dakotas; and Ed 


Meadors, credit manager. 





Describes Advantages of 
Profit-Sharing Plan 


HOLYOKE, MAss.— Better employee 
relations, more efficient plant operation, 
and increased profit for management 
and workers are the direct result of a 
liberal profit-sharing plan according to 
Kivie Kaplan, vice-president of the 
Colonial Tanning Co., speaking recent- 
ly to a seminar of Mt. Holyoke seniors. 

Mr. Kaplan explained the economic 
theory behind the Colonial profit shar- 
ing plan and to it gave much of the 
credit for the firm’s growth frorn $12,- 
000 sales volume to $20,000,000 in 25 
years. 

Payments, made every six months, 
provide the workers with the incentive 
for maximum production and quality 
with a minimum of absenteeism, since 
they realize the size of the payment is 
wholly dependent on their own efforts. 

Earlier in the day, Mr. Kaplan told 
the Holyoke Rotarians, “It is amazing 
how workers will economize and cor- 
rect wasteful operations. They are ex- 
tremely careful on such things as tele- 
phone calls and any other phase of 
operations that cost money. They feel 
that all unnecessary expenditures come 
directly out of their pockets, since they 
cut down the amount to be distributed. 

“The workers feel they have a real 
stake in the business, which in the final 
analysis they have.” 
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Aeme Introduces Cowboy 
Boots of Kangaroo 


CLARKSVILLE, TENN. — Cowboy boots 
made of genuine Australian kangeroo 
leather have been added to the line of 
Acme cowboy boots made by the Acme 
Boot Company, Clarksville. The addi- 
tion has been announced to Acme deal- 
ers throughout the country in a series 
of colorful mailing pieces. 

According to the announcement, the 
boots are made entirely of first quality 
Australian kangeroo leather and the 
company claims that this is the first 
time cowboy boots made entirely of 
kangeroo leather have sold at the price 
of $18.95. 

Kangaroo is. noted for its smooth, 
rich texture and its glove-like softness. 
Because of this and because it does not 
scuff readily it is said to be ideal for 
the making of cowboy boots. 





Pincus With Curt Wolfelt 


NEw YorkK—Jules R. Pincus, Jr., for- 
merly with Pincus and Tobias, manufac- 
turers of Urbanites, is now associated 
with Curt Wolfelt Studios of New York. 
In his former position, Mr. Pincus was 
engaged in production, publicity and 
sales. Mr. Pincus will act as sales rep- 
resentative in the Midwest and will rep- 
resent principally the Faleck & Lamkay 
line of better grade shoes. 


Two New Salesmen to 


Carry Sandler Lines 


Boston.—Sandler of Boston an- 
nounces the appointment to its staff of 
two new salesmen, Walter Henley of 
Chicago; and Jack Dalton of St. Joseph, 
Mo. Mr. Henley will carry the Junior 
division line, covering Illinois, Iowa, 
Wisconsin and the greater parts of In- 
diana, Minnesota and Missouri. Mr. 
Dalton, who will sell Sarra-Sandler Lon- 
donaires in addition to the general 
Sandler line, covers Colorada, Iowa, 
Kansas, Nebraska, South Dakota, Utah 
and Wyoming. 

Mr. Henley has a background of seven 
years of retail selling in the Red Cross 
shoe department of the Boston Store, 
Chicago. During the last three years 
he has traveled throughout Illinois and 
the surrounding area as a representa- 
tive of dressy and high-style casual 





WALTER HENLEY 


lines. His most recent affiliation was 
with the Sam Smith Shoe Corporation. 

Formerly with the Wohl Shoe Co. in 
St. Louis, Mr. Dalton served five years 
as manager of retail] units, and as as- 
sistant merchandise manager of a bet- 
ter-grade shoe division. In the latter 
capacity, he supervised Wohl depart- 
ments from Kansas City to Cincinnati. 
He has also had three years’ experience 
as junior partner in a woman’s retail 
shoe concern in St. Joseph. 





New Salesman on Staff 
Of Selby Shoe Co. 


PorTSMOUTH, O. — Ray Marks, for- 
mer manager of the Al Goodman Shoe 
Store, Charlotte, N. C., has become as- 
sociated with The Selby Shoe Company, 
and will cover Eastern states for the 
Tru-Poise division, succeeding Philip G. 
Shank, who has been promoted to line 
manager of Physical Culture shoes. 





Salesman Moves Office 


PITTSBURGH, PA.— Lewis Manheim, 
sales representative in this territory for 
the Cortell Shoe Company of Man- 
chester, N. H., has moved his office from 
600 Grant Street, this city, to Room 
501, State Theatre Building. 
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WHITE DRY 
SHOE CLEANER 





Retail 25¢ 
Cost $1.65 Dz.—$21.00 Gr. 
Order from your jobber or direct from factory 


S & M CHEMICAL CO., Ine. 
2611 So. Indiana Ave., Chicago, Ill. 
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fessor of Marketing, School of Business, 
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George Dennis to Sell 
For Huiskamp Bros. 


KEOKUK, Ia.—Huiskamp Brothers 
Company has announced the appoint- 
ment of George Dennis of Evanston, IIl., 
as its sales representative for Central 





GEORGE DENNIS 


Western Metropolitan territory. Mr. 
Dennis has had ten years experience in 
the retail field, and is well known for 
his merchandising ability at the retail 
level. The “Classic Moderns” line is 
his first experience in the wholesale 
field. 

G. L. Huiskamp, president of the 
Huiskamp Brothers Company, in dis- 
cussing this new addition to the sales 
staff, said, “George Dennis has such a 
fine record of versatility and success in 
handling retail problems, that our com- 
pany believes his experience will be of 
great value in his sales presentation of 
our line.” 

Mr. Dennis will make his headquar- 
ters in Chicago. 


Seton Leather Company 
Names New Salesman 


NEWARK, N. J.—Seton Leather Co., 
of Newark, announces the appointment 
of Vogel H. Helmholz as its representa- 
tive in the Pennsylvania-Maryland ter- 
ritory. A _ well-known figure in the 
trade for many years, Mr. Helmholz 
has his headquarters in the Marine 
Bank Building, Baltimore. 

Seton’s line includes fine black patent 
leather; Durona and Duderoo, side 
leathers; and white Zephyr Buck. 





Epstein Selling for 
Boyd-Welsh 


St. Louts.—Louis K. Kane, president 
of Boyd-Welsh, Inc., has named Sam 
Epstein as his New York sales repre- 
sentative. 

Mr. Epstein replaces David Lapidus, 
and comes to Boyd-Welsh from Kane, 
Dunham and Krause, Inc., with whom 
he was associated for 14 years. 
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|| Men's Goodyear Welt Work Shoes 
| Men's Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 
HOLLISTON, MASSACHUSETTS 
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AERO SHOES 


| eee eee, oer er ee ere oe 


-A Jodphur that Sells on Sight 






The Justin AERO Shoe 


A proven fast-seller because it 
shows the qualit 5 of fine American 
craftsmanship. Favorite with 
flyers for 11 years. Popular for 
sport and business wear. 
trous Brown Calf, full 
lined, crimped vamps. Made 
by the famous Justin Boot- 
makers. Write for Catalog 
and Price List. 


H. J. JUSTIN & SONS, INC. 
Box 548-K Fort Worth I, Texas 
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BARIS SELLS 


Quality Shoes from Surplus ‘ 
Merchandise. Better for Less 
BARIS SHOE CO.., inc. 
WoOrth 2-5180-1 


79-81 Reade St., Mew York 7, MW. Y. 
Sample Office, -, Los Angeles, Cal. 
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YOUR X-RAY SHOE 


fitting machine 
REBUILT or SERVICED 


to meet Dept. of Health Requirements 


Bracke-Seib X-ray Co., Inc. 
293 Third Ave. Lex. 2-108! 
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© AUTHENTIC WESTERN LAST 
© UNDERSLUNG HEELS 
@ BONED SOLES 
@ SIZES 1242-3 


$465 
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Sizes 312-6 a 
Terms 2/10 N/30 


ARNOFF SHOE COMPANY 
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EDUCATIONAL 


FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin BS-6 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Wabash Ave., Chicago 1, Ill. 


Send for samples 
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BRANDED FOOTWEAR 
FOR IMMEDIATE DELIVERY 


Always complete stocks of famous name 
quality footwear at lowest prices. 
from coast-to-coast as headquarters for 
cancellations, close-outs, jobs from 
America's leading factories. 


Known 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St.. Lowis, Mo. 
“Over A Quarter Century” Fine Footwear 








Buy Savings Bonds 











98 


Two New Salesmen Named by Bellwood 





M. P. GRIBBON 


NASHVILLE, TENN.—The Bellwood 
Shoe Company, division of General Shoe 
Corporation here, has added two new 
salesmen to its staff selling Valentine 
footwear. They are M. P. Gribbon and 
Otto H. Dumke. Announcement of both 
appointments came from John Gifford, 
division manager of Bellwood. 

Mr. Gribbon, who makes his head- 
quarters in Tacoma, Wash., and who 
will cover the Northwest, has been 
connected with Dr. A. Posner Shoes for 
several years, prior to which he was a 


OTTO. H. DUMKE 


buyer for Rhodes Brothers of Tacoma. 
He has also had considerable promo- 
tional and merchandising experience in 
operating his own stores in the North- 
west. 

Mr. Dumke, who will represent Bell- 
wood in the Greater Chicago and Mil- 
waukee municipal areas, has had 28 
years of selling experience in the Chi- 
cago territory. He comes to Bellwood 
from Groves Shoe Company in Chicago, 
where he has spent the last 17 years 
quite successfully. 





New Kid Leather Finish 
Being Sampled 


NEw YorRK—Eight colors in New 
Castle’s new finish, “Casco,” have been 
sampled by a considerable number of 
manufacturers of women’s casual, walk- 
ing and comfort shoes, as well as some- 
what more dressy shoes for tweeds. The 
colors comprise Pine, Walnut, Maple, 
Balas—a wine shade—Ruby, Amethyst, 
Emerald, Sapphire and black. The 
leather, product of a division of Allied 
Kid Company, has been finished so that 
it can be waxed, polished and antiqued. 
Some of it has been bought for delivery 
of shoes in June and July. 


Two Salesmen Join 
25-Year Club 


St. Louts.—Newest members of John- 
son, Stephens and Shinkle Shoe Com- 
pany’s 25-year club are Martin J. Mc- 
Cain and Harry E. Cratz. Mr. McCain 
travels the Ohio and Pennsylvania terri- 
tory, and Mr. Cratz the Northwest terri- 
tory. 

Other new members of the firm’s 25- 
year club are Ross W. Mallery, superin- 
tendent of Johnson, Stephens and Shin- 
kle’s Vandalia, Ill. factory; and Joseph 
J. Ruzicka, shipping clerk; and Norma 
B. Edlinger, of the billing department. 


Goldman Selling Line 
Of Casuals 


Boston.—The Penobscot Shoe Com- 
pany and Old Town Shoe Company 
have added Walter Goldman to their 
staff of salesmen. He will cover Mis- 
souri, Illinois, Iowa, Wisconsin and 
Minnesota, the territory formerly ser- 
viced by Jack Cohn who is taking over 
another territory. 

Mr. Goldman has had both manufac- 
turing and retailing experience, the 
latter as merchandiser and buyer for a 
number of large retail organizations. 
He will have his headquarters at 825 
Westwood Avenue, St. Louis. Both men 
will carry the Penobscot Trampeze and 
Oldmaine Trotter lines of in-stock 
casuals for men and women. 





Sales Offices Enlarged 


Los ANGELES — Jack Goldman has 
just enlarged and remodeled his offices 
in the Haas Building to include a re- 
ception room as well as sample rooms. 
Mr. Goldman, who is assisted by his 
wife in the office, is exclusive factory 
representative of Laconia Shoe Co., of 
Laconia, N. H., for the Denver West 
territory. In addition, he represents 
the Huber Slipper Co. of Aviston, Ill. 

The Laconia Shoe Co., he reports, is 
now adding more space to its plant in 
order to employ fifty more workers. 
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MEN'S BROWN KID ROMEO 
FULL LEATHER LINED 


IMMEDIATE 
26° 


DELIVERY 
PER PAIR 


Net 30 Days 










Sizes 6-12 
and half sizes 
18 pair minimum 
HEAVY OAK SOLES—BROWN RUBBER HEELS 


BENJ. SHIR 


175 Lincoln St., Boston, Mass. 











Tod O’Brien Joins 
| Town & Country 


St. Louis. — Tod O’Brien, formerly 
buyer of better shoes at Lamson Bros. 
Co., Toledo, O., has joined Town & 
Country Shoes, Inc., Vergil Lipscomb, 
president, has announced. 

Mr. O’Brien will work with Mr. Lips- 
comb and Phil Miller in the firm’s St. 
Louis office. With an extensive back- 


, ground in the retail sales field, the 39- 


year-old executive will concentrate on 
sales and promotion. He brings to the 
position many years of experience in 
promotion of high-grade shoes at the 
retail level. 

Town & Country recently moved into 
newly decorated offices at 1301 Ambas- 
sador Building. 


Children’s Shoes Added 
By Manufacturer 


SOMERSWORTH, N. H.—The Miller- 
Weiss-Lawrence Shoe Company here 
has added a line of children’s footwear 
to the already established line of hand- 
laced, hand-lasted dress moccasins and 
loafers for women which they originated 
and which are sold under the name of 
“Talkabouts.” Company officials an- 
nounce that they are contemplating go- 
ing into the manufacture of men’s moc- 
casins also. Some of the women’s styles, 
they report, are now being made in un- 
born calf. 





Use Giemaker to 


Advertise Leather 





Boston.—-Admiring Mr. Cobbleright are (left to right) Jack Schweitzer, Robert 
Shuman, Jack Abrams, Nathan Brezner, Melvin Snider and Maurice Fox of N. 
Brezner & Co., Boston, and Brezner Tanning Corporation, Penacook, N. H. This 
quaint character, equipped with miniature bench and miniature shoemaking tools, 
helps advertise the company's well known side upper leathers. Having outgrown 
their old Boston offices, the company has moved to much larger quarters at 145 
South Street, Boston, where open house was scheduled to be held June 1. 





Wholesale Firm Names 
New Shoe Buyer 


New York—Ralph Kirsch announces 
the appointment of Lincoln W. Wolfson 
as buyer of shoes and sales manager 
for the firm of Kirsch Blacher Co., Inc., 
66-68 Duane Street, New York, export- 
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ers and wholesale distributors of shoes. 
Mr. Wolfson was formerly assistant 
buyer of shoes with Sears, Roebuck and 
Company and more recently, until join- 
ing Kirsch Blacher, was buyer of nov- 
elties and play shoes and later buyer of 
sport and arch shoes for Karls Shoe 
Stores, Ltd., of the West Coast. 
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CHAIRS AND STOOLS 








Exclusive distributor of the populer ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 

LYONS & COMPANY 
120 DUANE STREET MEW YORK 7, MN. Y. 
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AT ONCE DELIVERY 


MEN’S KID LEATHER OPERAS 


Fully leather lined, leather sock liaing, leather 
outsole, compo construction. 


$3.10 


Net 10 Days 











No. 501 Brown Kid Opera 
No. 502 Black Kid Opera 
No. 503 Wine Kid Opera 


No. 505 Burgundy & Biack Combination Am- 
bassador 


Sizes 7 to 12, 3% pairs to a case. 
18 PAIR MINIMUM 


MEN'S LEATHER LINED BROWN KID 
EVERETTS 


$3.10 


Per Pair 
Net 10 Days 


Brown 
Rubber 
Heels 


No. 507 


COMPO CONSTRUCTION 
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The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 
This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is’ a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75c per copy, prepaid 
BOOT and SHOE 


RDER 100 East 42nd Street 
RECO New York 17, N. Y. 









PRICE TICKETS 


« ‘i eid 

















PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 














Two New Salesmen on 
Bernie Brown Staff 


St. Louis — Sidney Wildfuerer has 
joined the sales force of the Bernie 
Brown Shoe Company, St. Louis. 

Mr. Wildfuerer will cover the New 
York and New England territories. His 
headquarters are at 762 Marbridge 
Building, New York. Joe Foley has 
also joined the Bernie Brown Shoe 
Company’s sales force. He will cover 
the Middle West from headquarters in 
Cincinnati. 
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Cunningham Selling for 
Dunham Bros. 


BRATTLEBORO, VT.—Dunham Brothers 
Co. announces the appointment of H. 





H. LYLE CUNNINGHAM 


to the sales staff. 

Mr. Cunningham succeeds the late 
Wylie L. Smith and will sell Dunham 
Bros’. lines of leather shoes, slippers 
and sheepskins, in addition to Ball- 
Band rubber, canvas and woolen foot- 
wear, in an eastern Massachusetts 
territory. 

For the last 17 years Mr. Cunning- 
ham has been engaged in_ selling 
leather shoes for two New England 
factories and has a wide acquaintance 
in the territory which he is now as# 
suming. 


Howard on Sales Staff 
Of Morton Last Co. 


CINCINNATI—The Morton® Last Com- 
pany announces the addition to its 
sales staff of E. W. “Pep” Howard to 





E. W. HOWARD 


cover New York, Pennsylvania and 
Ohio. 

Mr. Howard has had an unusually 
diversified education leading up to his 
present position. From the leather 
business in Boston, he went to Jordan 




















Get ready now for biggest 
volume sales you ever had 
on nationally advertised 
DR. SCHOLL’S FOOT 
COMFORT* WEEK! 


Get in your Window Dis- 
play of Dr. Scholl’s Aids 
for the Feet NOW! 


VERY (10) 








Zole) mee) 20) am 44.4 





Remember the time — 


June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Off. 








Marsh Company, that city’s largest de- 
partment store, where he bought shoes 
of all types and grades for a number 
of years. After thoroughly learning 
the retail trade and the styling of foot- 
wear, he sold shoes on the road, then 
joined the sales staff of an eastern last 
manufacturing company which he left 
to join the Morton company. 





Shoe Show Rooms Opened 
In New York 


NEw YorK.—Shoe manufacturers 
from out of New York City can now 
avail themselves of a place to display 
their wares for the New York market 
by using the Grace Downs Style Pavil- 
ion, recently opened at 105 West For- 
tieth Street. Designed to meet all the 
needs for out-of-New York shoe houses, 
the Style Pavilion has ten showrooms 
and an outdoor terrace for out-of-doors 
shows. 

Miss Downs includes in this package 
service a receptionist, a secretary, tail- 
oring facilities and a fully-equipped bar 
for cocktails at fashion shows, as well 
as shoe models. Further implementing 
the service, the Style Pavilion had an 
outdoor terrace designed and appointed 
as a showcase for manufacturers of 
sportswear, beach wear, resort and cas- 
ual wear. 
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Work Shoe Featured 
On Dupont Show 


MILWAUKEE.—The “Bruiser,” new 
heavy-duty all-puspose work shoe in 
in the Thorogood line of The Albert 





Weinbrenner's "Bruiser", all-purpose 
work shoe featured on DuPont's "Caval- 
cade of America.” 


H. Weinbrenner Co., was a feature on 
the DuPont company’s network radio 
program, “Cavalcade of America’”’ re- 
cently. 

DuPont’s opening commercial an- 
nouncement was devoted exclusively to 
the many advantages claimed for this 
shoe, among which is its heavy, double- 
stitched sole made of Neoprene, a Du- 
Pont product. Among the occupational 
uses to which the “Bruiser” is said to 
be particularly well suited, DuPont’s 
announcement singled out television 
aerial installation, roofing, and struc- 
tural steel work as the most dramatic. 





To Help Sell Men’s Sox 
In Shoe Stores 





Milwaukee.—Recently introduced is a 
new open cabinet for use in displaying 
sox in men's shoe stores or men's shoe 
departments. It can also be used as a 
self-service unit. The open front holds 
three gross with room for more in the 
storage space behind. Dimensions are 
43 inches high, 20 inches deep and 57 
inches wide, making it suitable for use 
as an end piece for a row of fitting 
—" Made by Stanley Brown Co., this 
city. 
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New Foot Measuring 
Device on Market 








Baltimore, Md.—A new foot measur- 
ing device known as the “Correct 
Fitter" is being marketed here by the 
Lafayette Company of 2602 Springhill 
Avenue. Without movable parts, it has 
a chart of gold inlaid on a colored 
plastic base and readings show width, 
length and ball to heel measurements. 
The device is the invention of David W. 
Rosenberg of this city, who has been 
in the retail shoe business for several 
years and who first thought of it while 
in the service. 


Hood Rubber Co. Introduces 
New Industrial Footwear 


WATERTOWN, Mass.—Special-purpose 
American-made rubber said to have ex- 
tremely high resistance to chemicals is 
being used in a new line of industrial 
footwear made by Hood Rubber Com- 
pany, a division of B. F. Goodrich. 

The special] rubber resists not only 
destructive actions of acids, greases, 
fats and oils, but also cracking or oxidiz- 
ing under exposure to light and ozone, 
according to C. L. Muench, president 
of the company. It has been adapted 
to a special process so that boots made 
from it have no seams or joints. 

Several different types of the foot- 
wear have been tested in chemical 
plants, refineries, abbattoirs and other 
similar industrial fields to determine 
not only its resistance qualities but also 
to check new special features, Mr. 
Muench said. One of these features is 
a Geon heel liner whose abrasive resis- 
tance gives longer wear, it is claimed; 
and another is a laceless work shoe 
whose construction permits instantane- 
ous removal from the foot should a 
worker spill injurious acids inside it. 
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Customknit Shoe Mittens for Women 
are made of high quality cotton yarns 
and packed 3 pairs assorted duo-tone 
colors in a “Luggage’’ box. 
Light & Dark Sets $9.00 per doz. boxes 
(36 prs. 
210 £.0.M., .0-B. B’klyn 
Retails at $1.25 per box of 3 prs. 
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Shoe Mittens prevent scuffing of shoes; keep 
clothing clean; preserve luggage lining. Save 
closet space at home. 


TREINIS BROTHERS, INC. 


120 Plymouth St. Brooklyn 1, N. Y. 
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Rhinestone Side Bow 
Imported crystal stones 
MD set in silver or gold 
background with bow 
clips. 

IMMEDIATE DELIVERY 


Fastest selling Buckie 
retailing at ao “DOLLAR” 
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AERICA’S BEST KNOW 


W.L. Douglas Shoe Co., Brockton 15. Mass 
New York Offices, 508-510 Marbridge Bidg 
New York 1, New York 
West Coast Offices,.401-402 Haas Bidg 
Los Angeles 14, California 











assified and WavAds 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








Nationally Advertised 


1. New York State (except Met- 
ropolitan New York City) 

2. Ohio 

3. Illinois & Wisconsin 

4. Michigan 

5. Virginia & West Virginia 


JUVENILE SHOE SALESMAN WANTED 


for Infants, Childs, Misses and Teen Age Styled Goodyear Welts and 
Compo Shoes to Retail From $5.00 to $6.50 


Territories Open 


Address Box 301, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 


Extensive In Stock Department 


6. Maryland & 
District of Columbia 

7. North Carolina & 
South Carolina 

8. Kentucky & Tennessee 

9. Massachusetts, Rhode Island & 
New Hampshire 








EXCEPTIONAL 
OPPORTUNITY 
FOR SALESMEN 
COVERING: 
PENNSYLVANIA 
NEW YORK STATE 
NEW ENGLAND 


SHORT LINE FOOTWEAR 
PROVEN—PROFITABLE 


Address Box 300, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








SALESMEN 


Opportunity for High Calibre 
Salesman who is well known 
to the Volume Buyers to rep- 
resent well established Chil- 
dren's Stitchdown Manufac- 
turer in CHICAGO-M!D 
WEST territory. Full details 
in confidence. 


Address Box 308, core BOOT & SHCE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














Buy Savings Bonds 


LD SUBSTANTIAL HOUSE, Long Gen- 


eral Line, requires experienced salesmen 
in all States. Most territories established; 
attractive income; permanent position. In- 


quiries confidential. Address #319, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y 








SALESMEN WANTED 
BY MANUFACTURER 
1% COMMISSION 


A real opportunity for the 
right man to sell a highly 
styled fast moving Line of 
Men's and Boys’ Stitchdowns 
to the Retail Trade. Company 
features ads in National Shoe 
Magazines, Circulars. Line 
consists of Romeos, Loafers, 
Dress Oxfords, Bowling Shoes, 
Zipper Oxfords, Work Shoes 
and Oxfords. State experi- 
ence, age, Lines carried at 
present, references. No ob- 
jection to non-conflicting side- 
line. Replies confidential. 


Address Box 313, core BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, WN. Y. 











excellent opportunity 
available for 


SALESMEN 


with one of the largest and 
best known manufacturers of 
Rubber, Canvas and Casual 
Footwear. It's a line that's 
nationally known and handled 
by footwear merchants 
throughout the United States. 
A trade mark continuously ad- 
vertised for 40 years and 
backed by a powerful sales 
promotion program. Several 
territories will be open for 
Fall, 1949. 


This may be an unusual oppor- 
tunity for you—preferably if 
you've had retail footwear ex- 
perience, are 25-35 years of 
age, ambitious and aggres- 
sive, of good character and in 
good health. Must have car 
and be free to travel anywhere 
in U. S. Tell all about yourself 
in first letter. 


Address Bex 311, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 





ALESMEN WANTED WHO CAN USE 

EXTRA COMMISSION by selling side line 
of CORONET Custom Shoe Polishes and 
Cleaners, to retail shoe trade. No Jobbers. 
Widest range of colors. Unusual Merchandis- 
ing Plan. All sales from territory credited to 
salesman. Several major territories now open. 
Write giving lines now carried and territory 
covered. CORONET POLISHES, Division, G. 
Barr & Company, 1130 W. 37th St., Chicago 9, 
Illinois. 





SALESMEN WANTED FOR FOLLOWING TERRITORIES 
Pittsburgh and Western Penna—New York State 
(exeluding Metropolitan New York)—Ohio, Indiana 
and Kentucky—Alabama, Miss.,-Tenn. and Arkan- 
sas—Fiorida and Georgia—-So. Carolina, Texas. 
Complete popular priced Women’s Line in stock: 
Novelties, Casuals, Sports, and Arch Shoes. Na- 
tionally known, consistently advertised. Unusual 
opportunity. Write full particulars. 

Address Box 142, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 

















CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


iss” Advertisements for this page must be in our New York Office 15 days preceding publication date “=2§ 
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Boot and Shoe Recorder 








SALESMEN WANTED 





| 


FOR SALE 





POSITION WANTED 











SALESMEN WANTED 


Midwest Manufacturer of Popular Priced 
Men's, Young Men’s and Boys’ Oxfords is 
interested in representation in the following 
States: . Kansas 

e Oklahoma 

e Texas 


Wisconsin quality; Many styles In-Stock. May 
carry as sideline if non-conflicting. Write 
full particulars regarding background and 
Lines carried or being carried. 


Address Box 307, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








NEEDED: ONLY EXPERIENCED MEN 


with following for Line of Men's Dress and Work 
Shoes, Retailing between $4.00 and $6.00. Com- 
mission basis, plus drawing account after sales are 
proven: Territcries open: Texas, Oklahoma, Illinois, 
Indiana, Michigan, Ohio, Kentucky, Tennessee, 
Virginia, Georgia, Alabama. 


Address Box. 316, care BOOT & SHOE —o 
100 East 42nd Street, New York 17, N. 














LIPPER SALESMEN WANTED: We have 

splendid opportunity for a live hustler with 
a following among Independent Retailers, to sell 
a Popular Priced, Quality Line of Men’s, 
Women’s and Children’s House Slippers. Well 
established firm, now doing a volume of over 
a half million with Independent stores through- 
out the country. Will consider sideline men on 
5% basis. Write fully. Address #310, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 








SIDE LINE SALESMAN WTD. 


HINESTONE AND CUT STEEL BOWS, 

compact tray, terrific sellers. Address #290, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 








SIDELINE SALESMAN 


Manufacturer’s Line of Men's Welt 
Loafers, hag Loafers and Buckle 
Loafers. Ail Southern, Western and 
Eastern territories open. 3 samples 
required. $5.00 and $6.00 retail. 


Address Box 315, care BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass. 








SIDELINE SALIESMEN 
Nationally Advertised 
(Redio, Television, Luading Mogazines Coast-to-coast) 
HOSIERY 
For Infants’, Children’s, and Men’s Division. 
Compact line—requires little time to show; Liberal 
commission and Bonus Plan—Volume repeat busi- 
ness—All territories available 
GOLD MAID ys eaal COMPANY, INC. 
300 West Adams Stree Chicago 6, Illinois 














FOR SALE 











ESTABLISHED SHOE STORE 


Ladies’ and Children’s Shoes ; Good Volume 
now, can be increased; fine location center 
of 425,000 shopping population, 25 minutes 
to Times Square; Requires only $15,000 
cash investment. 


J. 1. KISLAK, INC., REALTORS 


15 Main Street, Hackensack, N. J. HA. 3-2900 














FOr SALE: ESTABLISHED MEN’S SHOE 
STORE in South Texas City of 500,000. 18 
years in same location. Clean stock of Nation- 
ally Advertised Lines. Volume over $75,000. 
Store just completely remodeled and air-con- 
ditioned. New front and limed oak fixtures. 
Stock and fixtures will involve $20,000-$25,000. 
Wonderful opportunity for right party. Owner 
has other interests and must sell. Address #286, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 








ATTENTION 


FOOTWEAR MANUFACTURERS 


For sale, a quantity of imported skins, beau- 
tifully finished in black Antelope Suede. 
Very reasonable. Apply: 


MARIO G. MIRABELLI & CO. 
Bradiey Beach, N. J. 














MACHINE FOR SALE, 
ALFRED 
52nd Street, 


DRIAN X-RAY 

good condition; reasonable price. 
H. COHEN & SON, 144 So. 
Philadelphia, Pa. AL 4-3764. 





OR SALE OR LEASE—Centrally located 

Factory in Boston; Capacity 1800 Pairs 
Women’s Shoes; Low rental. Experienced 
help available. Excellent opportunity. Address 
#314, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





NUSUAL OPPORTUNITY, BETTER 

GRADE FAMILY TYPE, Volume over 
$100,000; Desirable Brooklyn location; Top 
Lines; Price approximately $30,000 Inventory, 
Plus $15,000 fixtures. Address 3303, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y 








HELP WANTED 





HOE STORE MANAGER, 
rience all phases Retail Shoe Operation; 
Better Grade, Men’s, Women’s, Children’s. Pre- 
fer East. Address $312, care Boot & Shoe Re- 
corder, East 42nd Street, New York 17, 


17 years’ expe 


100 





ANAGER: WILL LOCATE ANY- 

WHERE; Experienced in Men's, Women’s 
and Children’s High Grade Lines. Excellent 
references. Address #317, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 
i, eS 





LINE WANTED 


F YOU MANUFACTURE POPULAR 

PRICED SHOES and want powerful rep- 
resentation in the Southeast, I am your man. 
Address #304, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N 





ANUFACTURER’S POPULAR PRICED 

LINE wanted by top-notch salesman for 
New York and surroundings. Address $305, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 











PARTNERSHIP WANTED 








WILL PURCHASE PARTNERSHIP 


Interest in Established Shoe Factory. Expe- 
rience consists 17 years selling Playshoes— 
House Slippers to Volume users. Prepared 
open New York office if necessary. Know cll 
angles business. You will find me very valu- 
able all directions. Strictly confidential. 

Address Box 306, care BOOT & SHOE — 

100 East 42nd Street, New York 17, N. 

















WANTED TO LEASE 








LEASED HOSIERY DEPARTMENTS WANTED 


At no cost to your store or Chain of 
Stores, obtain the maximum in profits 
and traffic. Our famous brand Hosiery 
and competitive prices do the trick. 


Address Box 309, care BOOT & SHOE — 
100 East 42nd Street, New York 17, N 











GOOD OPPORTUNITY! 


WANTED —- Experienced Jfan between 
30-40 years of age to Marage Women’s 
Shoe Parlor in Northern New Jersey, 30 
miles from New York. Kindly reply own 
handwriting stating experience, qualifica- 
tions, references. 

Address Box 302, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 














W ANTED_ SHOE DEPARTMENT MAN- 
AGER: WANT man capable managing shoe 
division small North Dakota Chain of 12 Gen- 


Chain Adds New Unit 


WILMINGTON, DEL.—Women’s hand- 
bags, men’s socks, baseball bats and 
roller skates for children were among 
the presents distributed at the recent 


opening of Wilmington’s new store 
operated by Miles Shoes, Inc. A staff 


of 25 were on hand for the opening. 





Regular operations will require about 
eight salespeople. Louis S. Zaret is 
manager. 


eral Stores in towns 500-1500 population. Must 
be capable eventually handling entire job; Buy- 
ing, Stock Control, Promote Sales, Train Per- 
sonnel. Old established, growing concern offers 
salary, share in profits, prospect investing in 





High Grade LADIES’ 
SIZE 4B WELT 

















Address $318, 


OR SALE: LADIES’ VARIOUS TYPE 
100 East 42nd 


WORN SHOES. Write: P. O. 
Syracuse, New York. 


Women’s and Children’s Shoes. 
care Boot & Shoe Recorder, 
Street, New York 17, N. Y. 


Gold, who operated a shoe store in Mon- 


on roe, La., before coming to Natchez. 


| business. Guarantees housing; prospect own- 
SAMPLES FOR SALE | ing home; pension plan — other advantages. N Ss O d 
| Unusual opening for ambitious young man I ; & ene 
| with experience and ability. Write: JOHNSON ow tore P 
P.O. BOX 805 STORES COMPANY, Larimore, North Da- NATCHEZ, Miss.—Maurice’s, a store 
SYRACUSE, N. Y. | — specializing in women’s shoes, opened 
+ j = ; 7 , 

| FXPERIENCED SALESMAN FOR RE- for business in Natchez recently. The 
TAIL STORE in New York City, selling business is owned and managed by Abe 
{ 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs”’ 
89 READE STREET 


New York City 
Phone BARCLAY 7-7887 








age °F*8 —eC TT me 


TOP CASH PRICES 


FOR CANCELLATIONS, 
ODDS & ENDS, CLOSEOUTS 
and COMPLETE STOCKS 

t Quality Men's, Women’s 








CET, 


3 


and Children's Shoes Wanted. 
BRAND NAMES PROTECTED 


MOSINGER-COHN 


1235 Washington Ave., St. Lovis, Mo 
Over a Quarter of a Century 
**Fine Footwear”’ 


Ler 


< 


FO 








SET 








Quality Shoes for Men, Women 
and Children 
Scrupulous Protection fo 


BARIS BUYS for CASH 
* 


Sur Name and Brand since 1932 


ARIS SHOE CO., Inc 


New York 7, WN. Y. 





chert Term Leases Assumed 






Tel.: WOrth 2-5180 








GET TOP VALUE 


in Selling Your 
e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men, Women and 


Children. 
For Cash 


BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 











SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 

















Quiz Program to Promote 
Children’s Shoes 


DETROIT—A new-style local promo- 
tional radio show for an_ individual 
shoe line was conceived and executed 
here by Herman Meyer, representative 
of the Friedman-Shelby Division of In- 
ternational Shoe Company. Making its 
debut on station WJBK, under the 
name of Red Goose Quiz, it is beamed 
directly to the juvenile trade, ages 5 
to 15, with youngsters invited to come 
down to participate in the show. About 
150 turned out for the first session, 
which originates from the lobby of the 
Telenews Theater. 

Running 15 minutes at 10:00 a.m. on 
Saturdays, it is already proving a 
good “draw” for youngsters, with 
tickets to attend the show being dis- 
tributed by Red Goose dealers in the 
city upon request. No tie-in with a 
shoe purchase is attempted. Familiar 
quiz style program is used, with some 
15 prizes for the children, while all 
receive servings of ice cream and cake. 





Chain Adds Unit 


OKLAHOMA CiITy, OKLA. — Formal 
opening of the new Baker’s Shoe Store, 
at 301 West Main Street, Oklahoma 
City, was held recently. An Edison 
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Brothers store, Baker's was formerly 
located at 319 West Main Street. Late 
in 1947 the company signed a one mil- 
lion dollar 30-year lease for the ground 
floor and basement of the Majestic 
building. Wilbur Cates is store man- 
ager. 

The store, completely modernistic, 
has a glazed Roman tile front. Interior 
walls are pastel shades with fixtures 
of light blond. Recessed shelving and 
mirrors and glass give the store a light 
modern atmosphere. 

Opening specials were offered. A 
pair of nylon hose was given free with 
every shoe purchase of $3.99 or more, 
with a limit of one pair to a customer. 





New Family Shoe Store Opened 


ANTIGO, Wis.—Beitel’s Shoe Store 
is the name of the newest retail foot- 
wear outlet here, the formal opening 
having been held recently. Located in 
the store formerly occupied by the old 
Cody shoe store, Beitel’s carries na- 
tionally advertised lines for the entire 
family. Its owner, Irving T. Beitel, 
has been in the shoe business here for 
the last five years and prior to that 
had had fifteen years of experience 
with the Melville Shoe Corporation. 
Assisting Mr. Beitel is Marcus Mar- 
quardt, also an experienced shoeman. 


The store interior is fitted with new 
single shelving, into which, at floor 
level, several mirrors have been re- 
cessed. There is a baby fitting plat- 
form, an X-ray machine and individual 
chairs in green, red and white. The 
floor is covered with green asphalt tile. 





Wins Annual Prize for 
Customer Service 


LITTLE Rock, ARK.—Sam Di Carlo, 
manager of Chandlers Shoe Store, 406 
Main Street, proudly displays the Oscar 
awarded annually by Edison Brothers 
Stores for outstanding customer service. 
The 1948 winner was chosen after 
checkers had visited all the company’s 
stores at regular intervals to report on 
customer reception. 





Opens Suburban Store 


OAK Park, ILL.—An exclusive Queen 
Quality shoe store, known as the Queen 
Quality Salon has opened at 1116 Lake 
Street, in this Chicago suburb. This is 
a branch of the Chicago store at 7 E. 
Madison Street. Joseph H. Goldstein 
is in charge of the Oak Park store. 
Robert J. Chapman remains in charge 
of the downtown store. 


Boot and Shoe Recorder 











MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








| WINDOW REACHER — A SALES SAVER 


Sturdy Construction, will last a life time. 


Overall length five feet. 














Price $5.50 


Flore Sales Saver Company, Room 700, 503 N. Twelfth Bivd., St. Louis 1, Missouri 


Spot new handise in your in on instent’s 
time. Save sales easily; try om any shoe and replace 
it without disturbing your regular window trim. 














Mats INT) Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 
B 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Chicago Store Stresses 
$10.95 Price 


Cuicaco—Importance of the $10.95 
price range in shoes is seen in the cur- 
rent emphasis Marshall Field & Co. is 
placing on its $10.95 “Staccatoe” shoes, 
carried in the Young Modern’s Section 
of the regular fifth floor shoe salon. 
Other shoes in this section range from 
$12.95 to $16.95. 

A recent full-page advertisement was 
devoted to “Staccatoe” shoes referred 
to as “shoe fashion at a pocket-money 
price.” The fact is stressed that the 
collection includes all types from casual 
flats to fancy dress and all costume 
colors and materials. Ten styles illus- 
trating the style range were sketched 
with a lattice vamp pump in black 
suede highlighted. 


Corrective Shoe Store Opened 


TORONTO, ONT.—John R. Clapp has 
opened the Corrective Shoe Salon at 
588 Yonge Street, specializing in cor- 
rective shoes. Mr. Clapp was associ- 
ated with the Clapp Shoe House for 
many years. 
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Colonial Fixtures Chosen 
For New Store 
ELIZABETH, N. J.—Echoes of Early 


| American history greet customers of 


The Scott Shoe Shop at 136 Elmora 
Avenue, this city. This new family 
shoe store, which opened recently, is 
designed in the Colonial tradition. 

The center of attention inside the 


| store is a red-brick fireplace in the rear. 
| Highly dramatized by an entire wall 


of mirror, it has an authentic look with 


| its brilliantly polished brass andirons, 


fireplace tools and knotty pine mantel. 
Overhead, hanging from a white ceil- 


| ing, is a magnificent, brass chandelier 
| with 


simulated candles, electrically 
lighted, encased in artistically-etched 
glass chimneys. The walls are painted 
a deep green on which are hung pic- 
tures of English fox-hunting scenes. 
Spotlights inset in the ceiling make the 
store glow with light. A beige rug with 
a rose tint complements the antique 
brown leather fitting chairs. 

This is the second store opened by 
the three partners: John Scott, Herman 
Farber and Leon Rose. The first store 
was opened in Westfield, N. J., two 
years ago, and is under the manage- 
ment of Mr. Farber. Mr. Rose oper- 
ates the Elizabeth store, while Mr. 
Scott handles the advertising for both 
stores. Messrs. Scott and Rose, prior 
to their partnership, worked in Flor- 
sheim shoe stores for 15 years. Mr. 
Scott was at one time manager of the 
Chrysler Building Florsheim store, and 
Mr. Rose was manager of the 42nd and 
Broadway Florsheim store, both in New 
York City. Mr. Farber was formerly 
with the Rival Shoe Co., New York 
City, as assistant general manager. The 
partners revealed that plans are under 
way to open a new store in East 
Orange, N. J., in the near future. 

The store front is white-wash white, 
and the name of the store in red letters 
overhead stands out clearly. The dis- 
play windows carry out the Colonial 
motif with the glass partitioned off into 
sections by strips of white wood, which 
in the old days served as a support and 
protection for the glass. The display 
background in both windows is finished 
in knotty pine. 

The Scott store features shoes for 
town and country in well-known brands. 
The business office and stockroom are 
located behind the salesroom, and 12,000 
shoes can be stocked! there. An addi- 
tional 6000 pairs can be stored in the 
basement. 


NEW ADJUSTABLE 


Price 12 Pouy Cup 


remains in 
desired posi- : 
for Price Tickets 


tion at all 
times. 

This is an ex- 
clusive pat- 
ented feature. 


$5 gross 
$2.75 

half gross 

M. D. POLLINGER CO. 


| HOLLAND BLDG. ST. LOUIS, MO. 











The store was designed and built by 
the B & §S Store Fixture Company 
which has done work for Florsheim, 
Kitty Kelly and Miles Footwear. 





Children’s Store Adds 
Shoe Department 


KNOXVILLE, TENN.—The addition of 
a shoe department to the “Little 
Brother & Sister Shop” in Knoxville, 
has made this store the largest and 
most complete one of its kind in the 
city. This locally owned shop was es- 
tablished in August, 1946, by A. H. 
Mueller, and the new department is 
operated by Turner and Keyser with 
William Tharpe serving as manager. 

The decorative scheme of the store 
has employed principally aqua, the 
wall paper of the shoe section showing 
interesting juvenile characters. Com- 
fortable chairs are provided for the 
children and their parents. 

Mr. Tharpe has recognized the need 
for having narrow shoes for the un- 
usually slender foot and has stocked a 
good supply of these. However, if he 
fails to have the correct size in stock 
he insists upon placing a special order 
without any extra cost to the customer. 
The sizes carried in the department 
range from a small 11 through a 
large 6. 


Store Sells Women While 
Children Are Fitted 


PITTSBURGH, PA.—The R & F Buster 
Brown Shoe Store, opened late last year 
by the firm of Rosenberg & Frishman, 
has increased the sales of women’s cas- 
uals considerably by displaying them 
prominently near the children’s section. 
Mothers, it is reported, see the shoes 
while waiting for junior to be fitted 
and, in a surprisingly large number of 
cases, try on and buy a pair. 

This store, at 5872 Forbes Street, is 
the second to be opened by the com- 
pany, the first being at 1327 Fifth 
Avenue. 
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Which is your 
Window? 





FADED display goods and fixe 
tures mean costly losses! 





UNSIGHTLY “‘blindfolds’” lose 
sales—protect only halfway! 





WITH FAMOUS 


TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write—TODAY. 


FREE 


SAMPLES 


BROCHURE 
ESTIMATE 

















g YES— Rush me new brochure, generous Infra- 
Chem test ples, ond date. All 

: without chorge. 

: Win ~ position 

Q sara 

i 

7 hss” Ts-239 (ase) 


RANSPARENT SHADE CO. 


50! N. Figueroa St., Dept. 166-C 
Los Angeles 12, Californie 








Retailers Buying for 
Early Delivery 
[CONTINUED FROM PAGE 94] 


—the demand for burgundy, as well as 
for blue and brown suedes surprised 
many who had not anticipated it. 

Social event was a dinner with stage 
show in the hotel’s ballroom, attended 
by 575 retailers, salesmen and their 
friends, and a feature of which was the 
presentation of a solid gold watch to 
Joseph Harris, secretary-treasurer of 
the association, who was in charge of 
all arrangements for the show. The 
presentation speech was made by 
George H. Hutchins, vice-president of 
the association. 


Good Attendance at 
Mid-Continent Show 


OKLAHOMA CiITy, OKLA.—The Fall 
shoe show of the Mid-Continent Shoe 
Travelers Association was held in the 
Biltmore Hotel, Oklahoma City, May 
1 and 2, with an enthusiastic crowd of 
approximately 1000 people viewing the 
displays which covered two floors of the 
hotel. There were 98 exhibitors. 

Exhibitors reported buying “about 
the same,” “about as you would ex- 
pect,” and “very good.” No decrease in 
volume was noted. 

Sling pumps seemed more popular 
than any other style with tones of 
green just as good as they were in 
Spring buying. Blue was also popular, 
and one exhibitor reported a new 
shade, moon-glow, as being in demand. 





Shoes Associated Considers 
Group Buying Plan 


[CONTINUED FROM PAGE 79] 


ample ability to buy. And that with 
aggressive, intelligent merchandising 
the expected decline in overall purchas- 
ing power can be offset as far as indi- 
vidual stores are concerned, with the 
way open for those doing an excep- 
tional job to run counter to the general 
sales trend. 

In line with the thought of increasing 
volume and maintaining profits in a 
period of increasing operational, costs, 
there were round table discussions on 
promotion and advertising, expense 
control and suburban operations. 

To take advantage of exceptional 
methods of operations that any indi- 
vidual store might be using, trips to all 
the stores that are members of the 
group were planned. The first will be 
a southwestern trip in October to the 
Imperial Shoe Store, New Orleans; 
Krupp & Tuffly, Inc., Houston; and 
Volk Bros. Co., Dallas, Texas. Also 
planned were regional meetings for 
comptrollers, advertising managers and 
display managers. 


Store members of Shoes Associated 








It’s high time you put in your 
Window Display of Dr. 
Scholl’s Foot Comfort* Rem- 
edies and Appliances if 
you want to cash in on 


VERY (10) 1k 








FOOT COMFORT WEEK 





June 18 to 25 


* Foot Comfort Reg. U.S. Pat. Off. 








are: Fontius Shoe Co., Denver, Col.; 
N. Hess’ Sons, Baltimore, Md.; Hof- 
heimer’s, Inc., Norfolk, Va.; Imperial 
Shoe Store, New Orleans, La.; Krupp 
& Tuffly, Inc., Houston, Texas; Nord- 
strom’s, Inc., Seattle, Wash.; Potter 
Shoe Company, Cincinnati, Ohio; Rob- 
inson’s, Kansas City, Mo.; Sommer & 
Kaufmann, San Francisco, Calif.; Volk 
Bros. Co., Dallas, Texas; and Wether- 
hold & Metzger, Allentown, Pa. 

The group was organized in June, 
1945. It was the first time in the his- 
tory of the shoe industry that a group 
of independent retail shoe stores or- 
ganized to work together for their 
mutual benefit through a New York 
office, which is presently maintained in 
the Empire State Building. Considera- 
tion was given to a proposal for group 
buying of men’s, women’s and chil- 
dren’s shoes and women’s and chil- 
dren’s slippers. Such an operation has 
already been tried out with success on 
a limited group of men’s shoes. 


New Juvenile Store Opened 


CHARLESTON, W. Va.—A new store, 
the Junior Bootery, catering to juve- 
niles and teen-agers, has been opened 
here at 6 Post Office Walk. Owners and 
operators are Emil Levy and David 
Klein. 
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in-stock department. 


YOU CAN EXPECT STEADY PROFITS WITH 


PRIMA 


DANCE FOOTWEAR 


The only line with Parent's seal of approval! 
Here’s the shoes that practically walk out of your store by 
themselves. They’re your “bread-and-butter” styles that .« 
are the same year after year. Never a mark-down needed ‘4+ 
with these steady sellers—and for a traffic builder, there’s 
none better! They offer a minimum investment with 
satisfactory profit, due to our large 
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World’s largest 
dance footwear 
manufacturer 
and 
distributor! 





ACROBALLET SANDAL 

















ADVANCED PLEATED-TOE BALLET 








Soft ballet in black or white colt, 
unlined, with non-skid sueded sole, 
style 10, $1.90. 

Style 12, same as style 10 only 
lined, $2.15. 








Sueded elk sandal in 
fawn, black, white, red 
or green. Style 1, $.75. 
Style 8C, same as style 
1 with 6-iron crepe 
rubber sole, $1.35. 


Full sole student ballet (not illustrat- 
ed) in black or white colt, unlined, 
with non-skid sueded sole, style 11, 
$1.90. 


Small sizes include elastic across in 








pay 


Featuring improved ‘‘feather-flex"* 

construction, over-the-toe, profession- 

al-type master taps, unattached, in 

black patent or white leather. Style 
| 17— Child's 542/12, M, $2.50; 

Misses’ 1212/3, A & C, $2.75; Girls’ 
34/9, AA & B, $3.00. 


THEO TAP TIE 

















While 


for our new, FREE 
catalog of PRIMA 
dance footwear! 


HANDMADE 





HARD TOE BALLET 





PRIMA, Ine. 


705 Ann Street ~ 


Columbus 6, Ohio 





In pink satin only, with new “Feather- 
construction, no breoking in re- 
quired, style 18, $4.00. 


Service charge of 15 per pair on orders for - ~~. ba pairs 
of a style, 25¢ on 3 pairs or less. Terms — 


HAND-LASTED 








Quigley Shoe Corp. 


Rhinestone Creations 
| Roger Kent Plastics ... 
Rubin, Irvin 


Sabin, B. 

Scholl Mfg. Co., ei. 67, 82, 
Scott Foot Appliance Co. 
Sebago-Moc Co., Inc... 
Shoe Form Co. ... - 
S & M Chemical Co. ..... 
Spiegel-Stanley Co ......... 





Taylor, E. E., Corp. 
} Thompson Bros. Shoe Co. 
! Thonet Bros., Inc. 


, 84, 92, 100, 


104 
106 
75 


eas Gere TM os oe a ceicens 101 
Trimfoot Company .......... 81 
Transparent Shade Co. ......... 67, 106 
Tweedie Footwear Corp. ......... ae 
20th Century Shoe Co. ‘ .94, 99 
I SO a is oso is ewe om 11 
United Shoe Mach. Corp. .6, 20, 30, 69 


United States Rubber Co. .Front Cover 


Vaisey Bristol Co. i mug, ee 
Vincent Edwards & Company eer 105 
Vitality Shoe Company ......... 1 
Well, 2. Ti, Bee CG cic sc cccce ee 
Wellco Shoe Corporation ........... ny 
Wontitem © Siem... 5 coc ciccsceccs 88 

107 





A 4 
8 Mey wite BIG rt 
A WHALE OF A DEAL FOR YOU! 


Only Etonic makes Super-Size’ Shoes in 
a complete line of top youthful styles. 
And Etonic makes it easy for you to 
stock the Etonic “Super-Size” Shoes that 
bring more big-shoe customers, more 
lifetime repeat business. 


40, AS SZ, 
” 
EN wity BIG feel 


A WHALE OF A FREE DISPLAY! 


You don’t have to buy a lot of shoes to 
go in business with “Super-Size.” All 
you do is buy 2 pairs of size 13 and 2 
pairs of size 14, each in a different style 
... you'll be able to fit a large percent- 
age of big feet with these “Super-Sizes.” 
Etonic carries complete stock of all 11 
styles for same day shipment. With 
them, you get FREE the colorful display 
fixture shown at the right, which holds 
4 “Super-Size” Shoes—a real traffic 
builder for your window. And the shoes 
you sell we replace instantly from our 
In-Stock Department. 





top ASS Z 
MEn with Bi Fe 


AUTOMATIC RE-SIZING!... 
A WHALE OF A SYSTEM! 


Etonic Automatic Re-Sizing means you 
carry only a limited forward stock—we 
carry the reserve —replace what you sell 
instantly from America’s largest In- 
Stock range of sizes and widths. There's 
a magic ticket packed with every pair. 
As you sell ’em, you mail the tickets to 
us. We even write the order for you, 
send you a duplicate. And in a few days 
the shoes you sold are back in stock! 


NOWIS THE TIME TO GET STARTED 
WITH “SUPER-SIZE” SHOES! 


ra] 








MAIL THIS COUPON TODAY! 


PUTS CHSHTSS TCT S STE STEHT TRESS ET ETERS eee eee EEE ee 


CHaRLEeS A. EATON COMPANY 
Brockton 64, Massachusetts 


lease send me Etonic’s “Super-Size” 
Shoe Catalogue, and full information 
on Etonic’s Automatic Re-Sizing 
System. 
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you Buy FOR 11 YOUTHFUL 
ONLY 4 PAIRS IN-STOCK 
y ; STYLES 


OF SAMPLES 
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Pia MADE IN THE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASS. 


AMERICA'S ONLY rT | 


“WEA THER-SEA LED ms 
SHOES— NOW IN.. 





"WEATHER a 
SEALED"* —— 


KEEP FEET DRY 
WITHOUT RUBBERS 


QA 


$i, soe 


Etonic has done it again . . . with the only complete line of 


“Super-Size” shoes in America . . . and here’s the answer to your 
big-shoe customers who are tired of wearing the same old plain 
patterns! 11 different youthful up-to-the-minute Etonic patterns... 
wingtips, loafers, wovens, two eyelet ties, triple. deckers, and 
. including Etonic “Weather-Sealed’’* that keep 
feet dry without rubbers! They're all built to give extra support to 


many othérs .. 


big men... they all have Etonic’s exclusive plus-7 built-in extra- 


fitting features . .. and they’re all In-Stock—instantly replaceable 


from America’s largest In-Stock range of sizes and widths! 


ETONI 
(Wt 


Nationally Advertised 


*Pat. Pend 


Fine Bootmakers Since 1876 
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Make your Fall shoes for the school 


crowd of mellow Colonial Velka. 
It's supple, tough, easy to work, 
and the colors are right. And Velka 
gives your shoes the unmistakable 
look of quality that makes mothers 
say “Take that pair, dear.” 
Write now for samples of 
Fall colors in Colonial Velka. 


COLONIAL TANNING COMPANY, INC., BOSTON 11, MASSACHUSETTS 





Trio ror A CONTINUING 


PROFITABLE BOYS’ 


SELL THEM ALL 


witt GERBERICH 


A GERBERICH Boys’ Business is a real 
Boys’ Business, long in sizes and in profits. 
Starting with Youths 12'%-3 which gets 
youngsters early, it takes them straight 
through Boys 1-6 and Big Boys 6!3-!1 keep- 
ing a continuous selling contact until they 
graduate into your men’s department. That's 


a long selling period and GERBERICH’S 
Quality and styling builds satisfaction and 
assures repeat business all the way. That’s 
why so many GERBERICH dealers enjoy 
these continuing repeat visits which lead to 
the strong backlog of customers so necessary 


for a profitable men’s business. 


BIG BOYS 
BOYS 62-11 
YOUTHS ill 


12'/2-3 


| — 


GERBERICH- 
PAYNE suo€ co. 


MOUNT JOY, 
PENNSYLVANIA 











